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SYNOPSIS
During the last ten years the rapid development of system 
based processes and management techniques within the catering 
industry have led to a reassessment of the role and 
efficiency of individual cooking appliances. Meanwhile, 
changes in consumer demand such as an awareness of healthy 
eating and the popularity of single course meals have, along 
with other factors, initiated a move away from traditional 
cooking processes. Whilst appliances associated with these 
cooking techniques are the most frequently occurring items in 
catering kitchens, there is a. positive move towards the 
purchase of equipment associated with rapid cooking and the 
maintenance of nutritional standards.
Using a range of survey techniques this study provides a 
qualitative assessment of the growth and development of the 
markers for catering equipment in Britain. The results of 
the surveys provide a perspective of the catering equipment 
in use and, by extrapolation of current purchasing patterns, 
the direction of future sales. At the same time, the study 
compares purchasing decisions against consumer, operational 
and structural trends affecting the industry and examines 
whether any inferences can be drawn from the current 
situation in North America.
The recent consolidation of the British equipment 
manufacturing industry and greater investment in research and 
development may counter the trend towards the increasing 
importation of foreign manufactures which account for nearly 
half of all equipment sales. Moreover, the continued growth 
of the catering industry and the breakdown of trade barriers 
within the European Community suggests that the equipment 
industry faces a challenging future.
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1. INTRODUCTION
The commercial catering equipment industry in the United 
Kingdom is diverse in terms of products and participants. At 
one end of the spectrum there are the food processing 
machinery manufacturers producing catering equipment as a 
side line to their main range of products, while at the other 
end there are the small businesses undertaking repairs or 
simple fabrication. For many years, however, there have been 
several well-established, medium sized firms which have 
concentrated on the production of catering equipment and have 
been responsible for a large proportion of the equipment 
sales. The re-structuring of the British economy in recent 
times has placed economic pressures on manufacturing firms 
which have been exacerbated by aggressive competition from 
foreign manufacturers. Accompanying these changes have been 
advances in technology and shifts in the requirements of the 
catering industry; these and other factors have shaped the 
catering equipment market of today and will stimulate its 
continued evolution.
Recent events in the market indicate that the British 
catering equipment industry may be reaching a crucial point 
in its history so the timing of this study is particularly 
appropriate. Furthermore, the industry's research register 
has no record of a general, demand-based assessment of the 
catering equipment market which by any standards is a serious 
gap in the industry's database and could partly explain why 
until now the importance of equipment to the success of an 
operation has received little recognition (Todd, 1982). Even 
the Hotel and Catering Industry's Training Board's 
statistical review of the whole catering industry omits
1.1 Background to the research
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kitchen equipment while it concentrates on labour factors and 
trade unions (HCITB, 1984). Some research has been conducted 
into certain aspects of the equipment market, most notably by 
Pine on the impact of technological change on the catering 
industry (Pine, 1987), and further work by market research 
companies like Gallup and Marketpower. In the latter cases, 
full details of their sources of data and their scope are not 
revealed and their coverage can be limited; an equipment 
usage survey undertaken by Gallup in 1985 from which 
quantitative conclusions were drawn, was based on a survey 
population of only 106 (Stacey, 1985). The first report 
which attempted a full study of the equipment market was 
released by Euromonitor in 1987 but it was heavily weighted 
towards the financial performance of individual firms, 
manufacturers and distributors (Euromonitor, 1987). Concern 
over the lack of detailed information on the catering 
equipment industry and the sponsoring company's (Falcon 
Catering Equipment) awareness of the need for a full 
assessment of the market, led to this research project being 
undertaken.
1.2 Research aims
This research was motivated by a desire to further the 
industry's knowledge of the changing characteristics of the 
catering equipment market and to identify the factors which 
influence equipment purchasing decisions. Before work 
commenced a set of general aims was formulated.
a. To gain an understanding of the structure and operation
of the catering industry and the catering equipment industry.
b. To identify the current pattern of equipment usage within
the catering industry.
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c. To identify the main factors influencing the growth and 
development of the catering equipment market.
Before each stage in the research, a list of the prime 
objectives was made and these are embodied in the aims at the 
beginning of each chapter.
1.3 Method of approach
To gain a full understanding of the catering equipment market 
an extensive search of the current literature was undertaken 
to give this study a sound theoretical foundation. The 
objective was not, however, to research basic theory, but to 
further existing knowledge. Specific questions, therefore, 
had to be formulated so that in Anderson and Sclove's words 
(1974, p. 21) :
'objective phenomena can be measured, counted and 
tabulated.'
The most immediate problem encountered was the lack of 
quantitative information on both the catering and equipment 
industries, as Goodman describes (1987, p. 24):
'detailed industrial analysis is effectively precluded 
by the extreme paucity of business data.'
This investigation needed a firm database covering the type, 
amount and characteristics of the catering equipment in use 
within the catering industry. Since comprehensive
information was not freely available in the literature, a 
method had to found to rectify the shortfall. The method 
chosen was a survey from which quantitative results could be 
drawn and analysed. Additional information to answer other
3
important questions about the market was obtained also from 
the use of surveys but by employing different analytical 
techniques. In total four surveys were conducted and from 
these both quantitative and qualitative data was drawn.
1.4 Outline of the report
To form a foundation for this study the first task of the 
report was to define and examine the structure of the 
catering and equipment industries and to determine their size 
and potential for growth. The methodology for the three main 
surveys was then outlined so that the results would be fully 
compatible and, hence, allow a detailed investigation of the 
market as a whole. The first examination of the market was 
concerned with how caterers buy equipment and what were the 
effects of their purchasing decisions. Following on from 
this, further results from the survey revealed the nature of 
equipment usage within the catering industry and this 
historical picture was used to formulate likely demand 
patterns for the future. Those factors operating currently 
which were considered to have an influence on the future were 
examined and assessed in respect of each of the dominant 
elements in the market. Finally a comparison was made with 
the American situation to see if there were any pointers for 
the future nature and shape of the United Kingdom market. 
The conclusion summarizes the salient points of the report, 
comments on its findings, and makes recommendations for 
further research.
4
References
Anderson, TW. , and Sclove, SL. , 1974. Introductory
statistical analysis. Boston: Houghton Mifflin.
Euromonitor, 1987. Catering equipment in the UK. London: 
Euromonitor Publications.
Goodman, D., and Rama, R., 1987. Socio-economic and
technological developments in the European catering industry: 
Evidence from the United Kingdom, Spain and France.
Brussels: Commission of the European Communities.
HCITB, 1984. Statistical review of the hotel and catering 
industry. Sutton: Consumers Industries Press.
Pine, R., 1987. Management of technological change in the
catering industry. Aldershot: Avebury.
Stacey, C. , 1985. Equipment survey. Caterer and
Hotelkeeper, 176(3370), 49-51.
Todd, M, 1982. HCIMA research register. London: Hotel,
Catering and Institutional Management Association.
5
2 . THE CATERING INDUSTRY: THE ELEMENT OF DEMAND
2.1 Definition of the catering industry
The catering industry is responsible for the provision of 
meals, snacks and beverages, from non-domestic sources, by 
private and commercial enterprises or public concerns. Not
all of these concerns would regard participation in the 
catering industry as their primary business objective, as 
table 2.1 illustrates.
Table 2.1 Business orientation of concerns within the
catering industry
catering industry 
1
1 1 
primary activity secondary activity
1
1 1
private ownership public ownership
 1
1 1
locally managed centrally managed
Examples of organisations in which catering is a primary 
activity are restaurants, fast food outlets and catering 
contractors and in which it is a secondary activity are 
HM Prisons, general retailers and universities.
2.2 Introduction
The last 30 years have witnessed dramatic structural changes 
in the post farm food chain. The catering industry is, as
6
Goodman describes (1987, p. 3):
'an integral part of the continuing industrialization of 
the agro-food system.'
One result has been a greater awareness of the importance of 
the catering industry to the economy of the country. During 
the period 1950 to 1981, employment in the hotel and catering 
industry doubled while food producers, agriculture and 
fishing lost 600,000 jobs, and food and drink manufacturers 
lost 200,000 jobs (Horsburgh, 1984). The catering industry 
is now a major employer accounting for 10 percent of the 21 
million people employed in British industry (BHRCA, 1986). 
The most recent affects of these changes are examined in this 
chapter and their implications for the future of the catering 
and the equipment industries are assessed.
2.3 Structure of the catering industry
The classification of the structure of the catering industry 
is ill-defined, but a bench mark had to be found to form a 
basis for this investigation. There seemed to be widespread 
acceptance that the industry could be divided into four 
categories: accommodation related, restaurants, bar related
and public concerns; ' however, in making further sub­
divisions, there is a divergence of opinion amongst the 
official bodies and the industry's observers. Two official 
views are shown in Annex 1, they are the Government's 
Standard Industrial Classification (SIC) and the trade codes 
as used by HM Customs for the purposes of the collection of 
value added tax (VAT). Whichever source of Government 
statistics is consulted, it is soon apparent that adequate 
coverage of the industry is not provided as both exclude the 
non-profit (subsidized) sector. Alternative sources of
7
information are trade associations like the British Hotels, 
Restaurants and Caterers Association and market research 
companies such as Euromonitor, Jordans, Keynote and 
Marketpower. Unfortunately, each one of these organizations 
works to its own set of definitions. In all, 32 sources of 
data available for the period 1980 to 1986 were examined in 
pursuit of an accurate assessment of the structure and number 
of outlets operating in the industry. An example of the 
variation in approach is shown at Annex 2 which gives a 
representative range of opinion for the year 1984. After 
considering all the options, the pattern of sectors shown in 
table 2.2 was adopted for the purposes of this study as the
accepted structure for the industry .
Once the structure of the industry had been defined the
number of outlets had to be determined. As with any 
population the elements within that population are constantly 
changing, and the catering industry is no exception? 
therefore, a baseline had to be selected. The information 
produced by the market research company, Marketpower, seemed 
to attract the widest usage amongst the trade press. 
Marketpower's 1985 figures were the latest data for the 
number of catering outlets operating in Great Britain and 
Northern Ireland and these were superimposed on the outlined 
structure of the industry already adopted. The results, 
which are shown in table 2.2, give what must be the most
accurate view of the catering industry obtainable from 
published sources (Marketpower, 1985).
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Table 2.2 Structure and size of the catering industry in
Great Britain and Northern Ireland! 1985
sector number of percentage of 
outlets total
hotels and 
accommodation 53490 18
restaurants, 
cafes, take aways, 
fast food
13455
36920 12
public houses 70830 23
clubs 59030 19
industrial, employee 
feeding, contractors 22550
health 11135
education 33735 11
other public areas 3310
total 304455 100
source: Marketpower, 1985.
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2.4 Defining the sectors of the catering industry
With 304,455 outlets the catering industry is large: For
example, in comparison with the motor trade it has nearly 60 
percent more businesses, but despite the catering industry's 
size the understanding of its structure is imprecise (British 
Business, 1987). The Government adopts the view that 
accommodation related facilities are tourism, therefore while 
this is the concern of the Department of Employment, the rest 
of the industry is placed in the domain of the Ministry for 
Agriculture, Fisheries and Food. One can sympathize with 
this division as the function of the industry is certainly 
not clear cut as it fulfils many roles. It satisfies the 
basic need for food when away from home as with school and 
employee meals, but also has an important role in the 
pursuance of leisure and social activities. The only 
characteristics common to the wide spectrum of outlets are 
the provision of food and service, but these can be provided 
in conjunction with a range of other facilities like 
accommodation, leisure activities and bars. So the primary 
activity of an outlet was taken as the classifying 
characteristic for the industrial structure adopted in 
paragraph 2.3. The composition of each sector requires 
closer examination to create a foundation for a clearer 
understanding of their equipment needs.
2.4.1 The hotel sector
The hotel sector is a general term which encompasses guest 
houses with less than ten bedrooms to hotels with over 1,000 
rooms. Despite investment by large companies in new sites, 
only three percent of hotels have 50 or more bedrooms with 
78 percent, ten bedrooms or less (Marketpower, 1985). Major 
developments are taking place in the hotel sector with the 
'budget hotel' concept spreading from the continent. The
10
French companies Campanile, Ibis and Arcade are investigating 
potential sites whilst Trust House Forte is busy creating 
Happy Eater and Little Chef motor lodges and British 
Petroleum is planning a chain of motels to attract lorry 
drivers (Samuel, 1987). Investment in bedrooms is fairly 
straightforward and the return predictable. The same cannot 
be said of hotel restaurants in which there has been some 
reluctance to invest marginal capital in order to upgrade 
facilities. On average 60 to 70 percent of room occupants 
use the restaurant at breakfast time but only ten to 15 
percent at other times (Tiltscher, 1983). The relationship 
between food and beverage and room sales is not generally 
understood so while logically a restaurant could be
franchised, this practice has not received widespread 
acceptance because of the loss of management control. 
Instead, hotels have been trying to widen the appeal of their 
restaurants to non-residents by such techniques as
introducing themes. For example, Ladbrokes has concentrated 
on a Caribbean theme with their Palms restaurants.
The latest figures for 1985 indicated there was an 8.8 
percent increase in the number of overseas visitor nights 
which accounted for 22 percent of the arrivals at hotels. If 
there is a comparable growth in tourism over subsequent 
years, the hotel sector will need to increase the number of 
beds available (BTA, 1986). This, coupled with the major
hotel companies' expansion plans in response to demand from
the home market, will result in growth in the number of 
bedrooms. However the number of outlets is likely to 
decrease with the loss of the small, less viable concerns. 
Whatever the ownership arrangements, the occupants of these 
new bedrooms will need catering facilities thereby 
stimulating the demand for the equipment manufacturers'
11
products.
When reviewing the restaurant and cafe sectors, the sheer 
diversity of type of outlet and mode of operation soon 
becomes apparent. Their sub-divisions and indeed the 
boundary between the two sectors is blurred, so a broad 
approach is adopted to avoid convoluted arguments on 
delineation. There is also a danger of creating the 
impression that large companies dominate the market as they 
tend to introduce new ideas and set standards of operation. 
The balance in the industry between the large and smaller 
firms can be illustrated by turnover figures. In 1986 Trust 
House Forte's catering division had a turnover of £794 
million (Goymour, 1987a) yet in the following year 68 percent 
of small catering businesses recorded a turnover of less than 
£100,000 (British Statistics Office, 1987).
2.4.2.1 Traditional restaurants
Traditional, or European restaurants, range from one man 
operations dependent on domestic equipment, to an 
establishment like Rouxl Britannia in London at the forefront 
of technological advancement with its reliance on sous vide 
techniques. It is not surprising therefore, that the size, 
success and finances of traditional restaurants are so 
variable. Traditional restaurants represent the typical 
image of an individualized catering business and they remain 
distinct from branded restaurants by virtue of their 
ownership, with only a few outlets being owned by one 
business. Arising from their sheer numbers, traditional 
restaurants are important to equipment manufacturers as they 
represent 63 percent of the restaurant outlets. Their 
expenditure per unit on catering equipment, however, is
2.4.2 The restaurant sector
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usually low and since they are capable of absorbing large 
marketing budgets, their equipment requirements are 
invariably directed through distributors (Keynote, 1986).
2.4.2.2 Branded popular restaurants
Branded popular restaurants are owned or franchised by chain 
operators, presenting a uniform image and following a set 
pattern of operation. The largest companies involved are 
Trust House Forte, Grand Metropolitan, United Biscuits and 
the brewery companies. A proven formula has been the steak 
restaurant with 40 percent of customers stating that it was 
their first choice of location for a leisure meal (Mintel,
1987). The steak restaurant's typical menu items of prawn 
cocktail, steak and chips, followed by ice cream or gateau 
continue to be the public's favourite for dinner when they 
eat out (Caterer and Hotelkeeper, 1987b). This sector's 
customers are very price conscious. Between 1986 and 1987 
prices rose by 8.4 percent which was below the average for 
the industry (Caterer and Hotelkeeper, 1987c). To overcome 
the retarding effect of this price resistance on profit 
growth, menus are diversifying and new concepts are being 
investigated. Even the original steak house chain, Berni's, 
is employing these tactics by introducing a new chain of 
restaurants called Beacons which will have teriyaki and 
sesame seed chicken on the menu to complement the steak 
dishes.
Comparing the popularity of this sector with those in the 
population who eat out, new customers will have to be 
attracted if expansion hopes are to be realized. Families 
with children represent a large proportion of the population 
but they are often deterred from entering premises by the 
lack of facilities. The need to appeal to a range of age
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groups is being recognized, and outlets are appearing that 
are clean and well designed, which provide food all day in 
sociable surroundings. Because of the increasingly
prohibitive cost of high street locations new sites are being 
sought, particularly in the developing retail parks. The 
impact of the large companies, which have their catering 
roots in this sector, are likely to influence other parts of 
the catering industry. By virtue of their reputation these 
companies are able to employ high calibre personnel and have 
available the financial resources to develop their ideas. 
Furthermore they will consequently account for much of the 
growth within the restaurant sector but how far they will 
have the same impact on the independent operator as the 
supermarket had on grocery shops is still open to 
speculation. Nevertheless, as they continue to grow they 
will become important customers of the equipment industry.
2.4.2.3 Travel related restaurants
Catering on board aircraft, ships and trains requires 
specialist, lightweight equipment and does not form a mass 
market for the equipment manufacturer. In contrast, when the 
meals are prepared in a centralized production unit the basic 
catering appliances are invariably used. Perhaps of greater 
interest to equipment manufacturers is the growth of 
facilities for motorists, especially as Great Britain has 81 
vehicles per mile of road which is a large potential market 
(Europa, 1988). Trust House Forte currently owns most of 
the roadside diners dominating this sector with its 
purchasing policies, although challengers are emerging. In 
addition, 47 motorway service stations have recently been 
renovated and upgraded, another indication that this sector 
anticipates sales growth into the nineties.
14
The high street tea shop has long served the needs of the 
hungry and tired shopper. As retail sales have risen
steeply, (10.3 percent increase between July 1987 and July
1988), major investments have been made in shopping centres 
and retail parks. (British Business, 1988). Accordingly, 
the large department stores have sought to encourage use of 
their facilities resulting in food courts and instore 
restaurants. As Logue states (Meeson, 1987a, p. 93):
'Shopping used to be a necessary activity, now it's a
leisure phenomenon and what good catering does is to
increase the shopping time, and increase the amount
people spend.'
Food courts in shopping centres is a development of the 
eighties. Mistakes have been made with format and location 
and a consensus of opinion on the best formula has yet to 
emerge. At first, food courts were focused on fast food and 
disposables regardless of the social class of the shoppers 
and the predominant age range. Experience has shown that the 
majority of shoppers are in the 25 to 45 age bracket while 
fast food outlets are most commonly frequented by 16 to 24 
year olds (Ivory, 1988b). The result has been a move towards 
china crockery and more discerning menus. Furthermore, some 
centres have discouraged branded restaurants wishing to 
influence styles of operations and presentation while others 
have encouraged them because of their reliable and efficient 
methods of operation.
There have been several approaches to instore developments; 
not all have been successful. Some companies have viewed the 
amount of space and level of investment required to provide
2.4.2.4 Shopping related restaurants
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full kitchen facilities with trepidation and have opted for 
tea and snack bars, while others have invested heavily and 
offer full hot meals. Another approach has been to use
contractors. Although it is probably true to say that stores 
could achieve greater revenue from the same area with retail 
sales they tend to regard a catering outlet as a facility 
aimed at encouraging people to stay longer in the store 
rather than fulfilling a pure catering need.
It seems likely that shop related catering will expand and 
that the same concepts will be extended to leisure sites 
which is seen as a positive trend for equipment
manufacturers.
2.4.2.5 Ethnic restaurants
While the Chinese restaurant remains a distinctive feature of 
every town, Italian cuisine has been adopted by the branded 
chains and is being absorbed into popular catering. Styles 
of cooking further divorced from traditional British fare are 
growing in popularity: In 1986, forty five percent of the
restaurant openings in London featured the cooking of the 
Indian sub-continent (Harmer, 1987); the number of Japanese 
restaurants has doubled in the last five years and Thai
restaurants are on the increase. The impact of Creole and
Mexican cooking, which are immensely popular in America, has 
been muted in the United Kingdom and this is an area which 
could see expansion. The spread of the more obscure cuisines 
from their concentration in London and the affluent south­
east may depend on the tailoring of dishes to better suit the 
British palate. In general, ethnic restaurants are family 
based single units but chains are beginning to emerge. 
Examples are Chopstixs, with finance from Singapore and the 
Indian chain, Shabab. Moreover some restaurants are moving
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upmarket by introducing sophisticated dishes, varying their 
decor and paying greater attention to service with the 
inevitable rise in prices. Despite these developments, 
ethnic restaurants showed the lowest profit growth between 
1985 and 1987 of all commercial sectors surveyed in a recent 
study (Caterer and Hotelkeeper, 1987b). Compounding their 
situation, they often require specialist equipment which does 
not support long production runs and fails to attract the 
attention of equipment manufacturers.
2.4.3. Cafe/fast food/takeaway sector
Going by the number of outlets alone, the cafe/fast 
food/takeaway sector is nearly three times the size of the 
restaurant sector and has experienced major changes over the 
last 15 years (Marketpower, 1985). Cafes are small
establishments, commonly run by sole proprietors and based on 
the production of snacks or fried food. With increasing 
customer expectations many of the older cafes have 
disappeared in urban redevelopments. Capital resources of 
cafe owners tend to be meagre so they often use second hand 
items and domestic equipment or the lighter models which are 
adequate for their needs. Consequently cafes are of limited 
importance to the equipment manufacturers.
The main distinguishing features of a fast food operation 
are: A limited menu choice often based on one component; a
large element of pre-preparation; final cooking while the 
customer waits; fast, counter service of the entire meal; 
consistent product quality; low unit cost of the meal; and an 
element of take away. To maximize the benefits from their 
style of operation and their limited menus fast food 
operators tend to use highly specialized equipment. In some 
establishments equipment needs are very simple for example in
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baked potato shops the only cooking appliance is a convection 
oven. In this sector fast food businesses have been the most 
dynamic and it has been predicted that they will increase in 
number by 60 percent by the year 1994 while the number of 
other take aways will fall by six percent (Keynote, 1987b) . 
By 1987, the McDonalds chain had increased its number of 
outlets in the United Kingdom to 235 (Bond, 1988) and Burger 
King, unexpectedly, doubled its number of outlets to 37 
indicating that the major companies view the market as being 
far from saturated (Meeson, 1987b). Furthermore, it is 
predicted that by 1990 six companies will account for 90 
percent of the market (Keynote, 1987a). Successful
businesses have been quick to adapt to changing tastes. 
Menus now include vegetarian and white meat items and have 
been tuned to take into account the time of day as with the 
provisioning of breakfast buns as an alternative to
hamburgers. New concepts are being introduced such as pizza
slices for hand eaten take aways and drive thrus and the 
latest development home delivery, of which already there are 
135 pizza delivery establishments (Ward, 1988). Home 
delivery is a concept that is spreading to other sectors as a 
means of increasing sales. Not all restaurants undertake 
their own deliveries some contract out to specialized 
delivery companies.
2.4.4 Public house sector
Over the past 15 years there have been dramatic changes in 
the range of services offered by public houses; however, 
during the same period the number of outlets has declined. 
Between 1983 and 1985 the number dropped further by 3.2 
percent (Marketpower, 1985). With profits from alcohol sales 
losing their buoyancy, many establishments turned to the 
provision of food as a way of creating additional profit and
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stimulating drink sales. During the period 1979 to 1986 
public houses almost doubled their share of the catering 
market and in 1986 food accounted for 22.4 percent of 
turnover (Keynote, 1987b). In 1986, although 34 percent of 
bars only provided small scale snacks, 60 percent offered 
cooked meals and a further 6 percent ran adjacent restaurants 
(Dairy Crest 1987). Several of the large breweries, in 
anticipation of the relaxation of the licensing laws, started 
to develop cafe bars with all day facilities. On the whole, 
publicans seem determined to develop the potential of food 
sales to their full advantage. Equipment manufacturers have 
recognized this area's growth and have brought out several 
aesthetically pleasing, compact back bar units predominantly 
aimed at this market.
2.4.5 Club sector
In 1986, clubs only derived 7.4 percent of their turnover 
from food sales so, despite their large numbers, clubs are 
not yet a very lucrative market for the equipment industry 
(Keynote, 1987b). The greatest growth in this area is likely 
to be in connection with sport and general leisure 
developments.
2.4.6 Industrial sector
It would appear that there is scope for expansion in the 
industrial sector as it is estimated that only 20 percent of 
the suitable establishments have a staff restaurant and that 
these are patronized by just 40 percent of their potential 
customers (Euromonitor, 1987). In reality there was a 13.4
percent drop in the number of catering outlets between 1983 
and 1985, mirroring the decline of 'manufacturing' industry 
in Great Britain which continued through the eighties 
(Marketpower, 1985). During the period 1983 to 1987
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employment rose by 5.4 percent (OECD, 1988). This increase 
was contributed to mainly by the service industries which do 
not have a good reputation for on site staff catering. 
Notwithstanding this factor, there has been investment in the 
provision of catering as canteens are upgraded to staff 
restaurants; however, as single status dining rooms are 
introduced to replace the duplication of facilities 
reflecting the traditional hierarchy of the workforce, 
equipment requirements have been reduced. In 1980, sixty 
percent of the firms with canteens had separate facilities 
for directors, staff and manual workers but by 1985 this 
figure had dropped to 40 percent (Euromonitor, 1987). The 
upsurge in employees facilities in America, due mainly to the 
reported positive affect on productivity, is unlikely to be 
repeated over here. A more probable scenario is that this 
sector will continue to contract but will still be large 
enough to provide a lucrative market for equipment 
manufacturers.
The most significant change in the industrial sector has been 
the growth of contracting firms. As businesses have sought 
to concentrate on their primary tasks contract caterers 
fulfil the need as described by Goodman (1987, p. 44):
'to sell organizational expertise in the mass production
of food.'
Contractors now operate 20 percent of the outlets in this 
sector but supply 42 percent of the meals suggesting that 
there is scope for further expansion (MSI, 1987). Another 
area for potential growth is in the public sector as the 
Government opens up its establishments' support services to 
competitive tendering. In 1985 there were 1,556 contracting
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firms registered (British Business, 1987) but in 1986 three 
companies claimed a combined market share of 60 percent 
(Euromonitor, 1987). According to the figures for the 
financial year 1985 to 1986 two of these companies appear to 
be flourishing: In the financial year 1985 to 1986 Compass
Services more than doubled its profits and Gardner Merchant 
has experienced a 14 percent annual growth in turnover over 
the last seven years (MSI, 1987). One of the reasons behind 
the success of these larger companies may be that profits are 
chiefly dependent on the discounts obtained through 
purchasing foodstuffs. Although not usually directly 
responsible for the purchase of equipment, contracting firms 
can often influence the choice. On the whole the growth of 
contracting firms is not particularly relevant to equipment 
manufacturers, their contribution may be in arresting the 
decline of the sector as a whole.
2.4.7 Health sector
In common with all public sector catering, the cost of 
providing meals in hospitals has come under the close 
scrutiny of the Government. The attitude of the financiers 
has been that the cost of support services, such as catering, 
has to be reduced and that financial efficiency is to be 
improved by commercial operation. As a result, since 1984, 
2 00 hospital contracts have been formalized. At the unit 
level, hospital managements have faced difficult funding 
decisions and have welcomed any ideas on creating additional 
income. At Guys hospital in London, a hospitality suite has 
been actively marketed with the guidance of a public 
relations company and in 1987 created £200,000 in extra 
revenue (Ivory, 1987a). The Government has reacted
favourable to the success of such schemes by funding an 
income generation unit to encourage the leasing of hospital
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property to outside retail and catering concerns.
The other major change in hospital catering was the lifting 
of Crown Immunity in 1987. The almost immediate closure of 
the Hammersmith hospital's kitchen exposed the lack of 
initial investment in equipment; the reluctance of Central 
Government to provide additional funds; and, moreover the 
disinterest of the management. A survey conducted by the 
Institution of Environmental Health Officers during 1986 and 
1987 showed that the hygiene levels of 48 percent of the 1104 
hospitals visited to be unacceptable (Ivory, 1988a). This 
closer scrutiny of hospital premises by environmental health 
officers, plus several severe outbreaks of food poisoning, 
led many hospitals to review their catering facilities. 
Despite the number of health care outlets declining by 6.7 
percent between 1983 and 1985, the increase in the number of 
elderly people in the population, the growth of the private 
health sector and the new awareness of catering standards 
seem likely to encourage the demand for catering equipment 
from this sector. In many cases, the catering systems 
adopted are often based on technologically advanced, high 
value items of equipment.
2.4.8 Education sector
The same pressures for cost effectiveness are being placed on 
the education sector as with the health sector but the demand 
for school places is dropping. This, along with the 
rationalization of the provision of schools and the 
withdrawal of some local authorities from the school meals 
service has led to a reduction between 1983 and 1985 of 10.6 
percent in the number of catering outlets (Marketpower, 
1985). Two recent pieces of Government legislation have done 
little to improve the situation. The 1980 Education Act
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resulted in cuts in meal subsidies, which reduced the daily 
school meal figure by 1.3 million meals. The Local 
Government and Social Security Acts, which are due to be 
phased in over the next few years, will reduce the number of 
children entitled to free school meals and remove a local 
authorities right to vary prices. Consequently as prices 
increased and alternatives abounded, the situation arose with 
nearly half of the school children finding nourishment 
outside the system (Euromonitor, 1987). Faced with all these 
negative factors the school meals managers have responded 
with ingenuous and extensive marketing campaigns to promote 
school meals and healthy eating. Such a campaign in North 
Yorkshire improved meal take up by 48 percent during 1987 
(Ivory, 1987b) and led to the employment of 56 additional 
staff (Inglis, 1988). Despite such successes it seems 
unlikely that there will be surge in demand for catering 
equipment from the education sector in the near future.
2.5 Changes in the structure of the catering industry
The cycle of businesses opening and failing has produced 
trends which indicate that fundamental changes are taking 
place within the structure of the catering industry. The 
traditional image of the industry as a vast collection of 
small privately owned businesses, with a low level of 
concentration, is now being challenged by the chain operator. 
Concomitant with the emergence of the 'large' company comes 
interest in the British catering market by foreign firms.
2.5.1 The balance between the sectors
An examination of the number of outlets operating in the 
catering industry during the period 1983 to 1986, gives a 
clear indication of the structural changes taking place. As 
can be seen in Annex 3, overall there was a 4.8 percent
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decrease in the total number of outlets although this decline 
was not felt equally by every sector. The hotel, restaurant 
and public service/travel sectors have made the greatest 
gains with the cafe, industrial and education sectors losing 
outlets. Public houses and clubs, despite a fall in their 
numbers, have increased their industry share while the 
position of the health care sector remained static despite a 
fall in the number of outlets. In general, the number of 
outlets within the commercial division has remained steady 
whereas in the non-commercial division the number of outlets 
has contracted.
2.5.2 Changes in the size of units
The size of catering outlets can be defined in terms of their 
annual turnover, a figure which is calculated by analysing 
VAT returns. Using this method, table 2.3 shows that in 1985 
less than 1.7 percent of the registered businesses had a 
turnover greater than £500,000 and that by 1987 this figure 
had grown to 2.3 percent.
Table 2.3 Percentage breakdown of the catering industry 
by turnover category
turnover
£000s
20
•50
51
-100
101
-250
251
-500
501
-1000
over
1000
1985
1987
40.0
34.3
34.3
34.1
20.2
24.4
3.8
4.9
1.0
1.4
0.7
0.9
source: British Statistics Office, 1985 and 1987
The industry size pattern varies according to the ownership 
category. For example, in 1987 21.9 percent of the sole
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proprietorships had a turnover in excess of £100,000 while 
the figure for companies and public concerns was 65.6 
percent. The pattern is also changing over time: Between
1985 and 1987 there was a 6.1 percent loss in the number of 
businesses with a turnover of less than £100,000 and a 25.7 
percent gain for those in excess. Although this general 
trend is true for all sectors, its effect is slower in some 
than others with the majority of restaurants, cafes and 
contract caterers still falling below the £100,000 boundary. 
See Annexes 4 and 5 for further details.
By analysing the figures shown in table 2.3 it would appear 
that businesses are gradually increasing in size. What is 
not clear, however, is whether this is due to those small 
businesses growing ahead of inflation, thus becoming by 
definition large businesses; because of takeovers and 
mergers; or simply failing due to economic pressures.
2.5.3 Changes in the level of concentration
A distinctive feature of the catering industry, despite its 
size, is its reliance on a vast number of small, privately 
owned businesses. The traditionally held image of the 
caterer as a hard-working entrepreneur pursuing his or her 
personal vision is no longer wholly true, economies of scale, 
building costs and the cost of market entry are favouring 
large, multi-unit concerns.
Looking at the number of businesses registered for VAT in 
Great Britain, the statistics show that the catering industry 
is: The fourth largest industry within the economy; the
third largest in terms of sole proprietorships and 
partnerships; and ranked tenth as regards companies and 
public corporations. These figures, therefore, re-inforce
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its self-employed, small-scale image. Interestingly, during 
the eighties, the total number of businesses registered for 
VAT has increased, which contrasts with the statement made in 
paragraph 2.5.1 that the number of outlets within the 
catering industry is in decline. This could be contributable 
to two factors: either fewer outlets being in the hands of a
greater number of businesses or more businesses crossing the 
tax thresholds. In 1987 76 percent of the catering
industry's outlets were classed as sole proprietorships and 
partnerships; 12.5 percent as companies or public concerns; 
and 11.5 percent as Governmental or non-profit making bodies. 
This balance had altered slightly from the 1985 position with 
gains by companies and losses in the number of Governmental 
or non-profit making bodies (British Statistics Office, 1985, 
1987) .
Company affairs, as reported in the trade press, would 
suggest that there has been greater vertical and horizontal 
integration in the catering industry over recent years. 
Although not equally across the sectors. Perhaps the most 
extreme example is roadside diners: When Trust House Forte 
acquired the Happy Eater chain of restaurants, a Monopolies 
Commission enquiry was launched. Also in 1982, ten contract 
catering firms created 60 percent of the turnover in their 
particular field and ten hotel companies were responsible for 
25 percent of the turnover in their sector (Goodman and Rama,
1987) . Despite a few hotel companies creating a 
disproportionate share of the sector's turnover only three 
percent of the outlets have more than 50 bedrooms which 
suggests that the level of concentration is more marked in 
terms of turnover than in the number of outlets (Marketpower, 
1984) . With the exception of a few specialized areas, this 
is generally true for the catering industry. A seemingly
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endless string of takeovers has yet to make a marked impact 
on the level of concentration within the catering industry.
2.5.4 Changes in ownership
British companies have been busy extending their interests 
within the catering industry or changing their allegiance 
from one sector to another. Their expansion plans have also 
involved them in foreign acquisitions with purchases by 
Ladbrokes, Bass, Grand Metropolitan and Trust House Forte 
placing them in the worldwide first division of hoteliers. 
There have been spin offs from all this activity with 
managers unhappy with the new situation creating their own 
chains. For example, the former Happy Eater management have 
started opening AJs roadside diners and ex managers from 
Kentucky Fried Chicken have created the Favourite Fried 
Chicken company.
Foreign companies are showing interest in the United Kingdom 
market. Several are already well established, and in the 
case of McDonalds, have introduced a new concept which makes 
them unsurpassed as market leaders. Others are new entrants 
into the British market like Brioch Doree from France with 
its Paris Croissant outlets, while some have come to 
financial agreements with British companies. Pepsico and 
Trust House Forte have reached a financial agreement and now 
jointly run Kentucky Fried Chicken in this country. This 
particular arrangement has changed the balance of interest in 
the fast food sector and placed Trust House Forte alongside 
United Biscuits and McDonalds as market leaders. The growth 
and ownership changes of the catering companies is of 
relevance to the equipment industry for they simplify the 
contact process albeit that they strengthen the bargaining 
power of the customer.
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2.6 The spending power of the catering industry
The equipment manufacturers' and distributors' future sales 
are inexorably tied to the continuing growth and prosperity 
of the catering industry. This prosperity cannot simply be 
measured in terms of meals consumed and turnover as the 
creation of profit relies on many other factors. They do 
however serve as indicators of the current state of health of 
the catering industry which this section attempts to assess. 
Once the financial assets have been created there then has to 
be a propensity to re-invest these in capital goods, namely 
catering equipment. With this aim in mind, the recent 
investment pattern of the catering industry is also examined.
2.6.1 The volume of sales
In paragraph 2.5.1 it was stated that the number of outlets 
in the commercial division has remained steady while the 
number in the non-commercial division has contracted. The 
affects on the volume of sales, as a consequence of the 
changes taking place in the industry over the period 1976 to 
1986, resulted in a modest 2.6 percent rise in the number of 
meals provided (UB Brands, 1987) . Over the decade, the 
commercial division gained at the expense of the non­
commercial division: In 1975, the non-commercial division
supplied 66 percent of the meals and had a lead of 32 
percent over the commercial division; by 1985 their shares 
were equal (MSI, 1987). Quantifying the volume, the total 
number of meals served by the industry in 1986 was 7.03 
billion with a predicted rise of 7.2 percent up to 1996
(Dairy Crest, 1987). As large as it may seem, 7.03 billion
represents only 20 percent of the meals consumed by the 
population of the United Kingdom (UB Brands, 1987): Therefore 
taking the predicted rise into account, there is still 
tremendous scope for expansion within the industry as well as
28
for the equipment manufacturers.
2.6.2 Turnover
In 1986 the turnover for the whole of the catering industry 
was estimated to be £22.45 billion, of which a quarter was 
attributable to food sales, and represented a 5.3 percent 
increase on 1985 totals (Keynote, 1987b). These figures 
belie the overall trend as they were depressed by the tourist 
boycott of the United Kingdom in the wake of the 1986
American bombing of Libya. In previous years the rate had 
been considerably higher; for the period 1983 to 1986 it was
17.7 percent which meant that the growth in the turnover of 
the catering industry out performed the growth in consumer 
expenditure, an illustration of the improvement in the 
British economy. At the same time the catering industry was 
increasing its share of the consumer pound from 9.6 percent
in 1985 to 9.8 percent by 1987 and is estimated to be ten
percent by 1990. The overall growth rate is not solely
attributable to the home market as consumers from abroad are 
fuelling the upward trend. Between 1980 and 1985 there was a 
98 percent increase in general expenditure by foreign 
tourists and a 19.8 percent rise in the number of trips to 
England. By 1987 tourists accounted for 11.7 percent of the 
catering market (BTA, 1986 and Keynote, 1987b).
Turnover growth has varied between sectors as a closer 
examination of the commercial division reveals. Table 2.4 
gives the percentage growth figures for the period 1982 to 
1985, which have been adjusted by a deflator based on the 
retail price index. If this data is viewed in parallel with 
the turnover breakdown shown in table 2.5, a clearer 
perspective of the importance of the growth rates to the 
equipment industry can be gained. Obviously the figures
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T a b l e  2 . 4 Percentage increase in the turnover of the 
commercial catering industry: 1982 to 1985
hotels, residential
establishments 23.5
restaurants, on-premises
consumption 18.2
cafes, off premises
consumption 22.1 (a)
public houses 6.5
clubs 4.1
contract caterers 18.6
industry total 13.4
note: (a) figures include VAT from 1984.
Table 2.5 Sector breakdown of the turnover of the 
commercial catering industry %
hotels, residential
establishments 12.2
restaurants, on-premises
consumption 12.2
cafes, off premises
consumption 23.1
public houses 36.2
clubs 14.8
contract caterers 1.5
source for both tables: British Business 1987 and 1988
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include revenue from the sale of accommodation and drinks but 
they do give an indication of the sectors which are growing 
and thus possibly have more resources available for 
investment in equipment. It must also be remembered that 
92 percent of the catering businesses have a turnover of less 
than £500,000 (British Statistics Office, 1987).
Research has shown that a one percent rise in personal income 
in a year results in a 1.4 percent increase in expenditure on 
eating out. The prediction that real growth in consumer 
expenditure will rise to two percent per annum up to 1991 
indicates that the continued prosperity of the catering
industry is assured (Keynote, 1987b). Like all economic 
predictions, events can prove them wrong. If the consumer 
boom draws in too many imports, the resultant balance of 
payments problems could cause a loss of confidence in the 
pound. The resultant economic knock on effects would result 
in the tightening of many family budgets.
2.6.3 Profit
In the non-commercial division, wider economic and political 
pressures often determine the attitude towards investment.
By contrast, in the commercial division, the ability to 
convert a gross profit into a healthy net profit is crucial? 
even when the level of overheads is high and the profit 
margin fragile. A prime example is in the case of London 
where the rent, rates and property prices are exorbitant yet 
the flourishing tourist trade and the highest average spend 
in the country per head still continues to attract 
restaurants to the capital (Caterer and Hotelkeeper, 1987a). 
The set of influences that determine the final profit
statement on a business's balance sheet are uniquely 
variable. Even given the advantages of a good location, an
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excellent cuisine and sound financial backing the success of 
a business depends greatly on the business acumen of the 
proprietor and the appeal of his concept.
Comprehensive figures for the profit levels across the 
catering industry are not freely available, but the 
prevailing trend in profitability can be assessed from 
business surveys. Table 2.6 demonstrates the increase, from 
1985 to 1987, in restaurateurs optimism over profit levels. 
Overall 30 percent of the sample stated their profits were 
rising in 1987, compared to 20 percent of the respondents in 
1985. This would suggest an upward trend in profitability.
Another approach to the assessment of profit levels within 
the catering industry is to examine the figures from 100 
companies with the largest published turnover figures. 
Details are given in table 2.7 and it can be seen that on 
average, hotel groups have the highest average profit level 
and are able to convert a bigger percentage of their turnover 
into profit than the other groups. In terms of profit, firms 
within the contract catering group are the smallest and have 
the lowest turnover conversion rate.
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recording an increase in profits between 1985 
and 1987
T a b l e  2 . 6  Percentage of Gallup Poll respondents
restaurant type 1985 1987
hotel 33 48
wine bar 25 42
fast food 21 44
pizza 31 38
pub, steak 35 33
pub counter 21 17
ethnic 6 17
source: Caterer and Hotelkeeper, 1987a.
Table 2.7 Profit figures available in 1987 for the main 
groups within the commercial catering division
groups average highest average profit
pre-tax profit as percentage of
profit ffv turnover
restaurant
leisure
hotel
catering
7.0
20.0
20.4
1.6
80.0
61.8
118.2
9.0
12.9
11.7
20.1
3.9
source: Goymour, 1987b.
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2.6.4 Expenditure on capital goods
The commercial catering industry spent £925 million on
capital goods in 1985, of which £425 million was invested in
plant and machinery. The figures given in table 2.8 include
a deflating factor^ and they serve to illustrate to what 
degree the sectors of the catering industry increased their 
capital expenditure between 1982 and 1985. The Hotel sector 
showed the highest percentage growth in total expenditure and 
on investment in plant and machinery at 77.9 percent and
113.5 percent respectively. The other sectors showed a 
slightly less consistent pattern of expenditure. The extreme 
case was the restaurant sector which, although had the second 
highest total expenditure at 19.8 percent had the lowest 
growth rate in investment on plant and machinery of 3.6 
percent.
It is important to review these trends in the light of the 
proportion spent by each sector and this data is given in
table 2.9 for the year 1985. The hotel and public house 
sectors had the largest total expenditure and spent the most 
on plant and machinery. It would appear from all the figures 
that these two sectors were the most important commercial 
customers to the equipment manufacturers and distributors, 
displaying the firmest commitment to investment in plant and 
machinery. It must be remembered, however, that air 
conditioning, refrigeration etc., as well as catering 
equipment would be included in this category.
^  \<n r-<2-ViAt\ ^  1 c<2-  f t x  e.cxc-V\ r
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Table 2.8 Percentage growth in net capital expenditure
by the commercial catering industry; 1982 to 
1985
sector plant and
machinery
hotel, residential
establishments 113.5
restaurants, on-premises 
consumption 3.6
cafes, off premises
consumption 14.8
public houses 26.4
clubs 61.2
industry total 48.9
Table 2.9 Percentage breakdown by sector
expenditure: 1985
sector plant and
machinery
hotel, residential
establishments 39.5
restaurants, on-premises 
consumption 8.9
cafes, off premises
consumption 11.3
public houses 34.7
clubs 5.6
total 100.0
total
expenditure
77.9
19.8
- 1 1 . 6  
13 . 0 
5.9
29.8
of capital
total
expenditure
39.8
9.2
8.3
35.9 
6.8
100.0
source (both tables): British Business, 1987 and 1988.
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2.7 Implications for the catering equipment industry
The continued industrialization of the food chain favours the 
growth of the catering industry by providing scope for a
higher capture rate of the consumer pound. Barring an 
unforeseen economic catastrophe, the future for the catering 
industry is one of expansion and prosperity but despite its 
increasing importance to the economy of the country, the 
catering industry is still characterized by a multitude of 
small businesses. Most of these businesses are run on the 
basis of sole proprietorships or partnerships with low 
turnover rates thus each firm has limited resources to devote 
to expenditure on equipment. This, coupled with their 
geographical dispersion, makes them a difficult market to 
serve. Moreover, in many instances, catering is a subsidiary 
activity which can further complicate an organisation's 
investment plans. It seems likely that small businesses will 
remain in the majority in the near future, but there are
signs that their dominance is being eroded. Large firms 
which straddle the industry are emerging and they are 
beginning to influence the market with their standards while 
their brand names gain a wider acceptance with the public.
Economic statistics about the industry indicate that a slow 
process of rationalization is taking place with turnover 
rates rising; smaller businesses decreasing in number; and 
the total number of outlets falling. At the same time, 
significant changes are occurring within the sectors of the 
industry with the commercial division growing in importance 
at the expense of the non-commercial division. The hotel
sector is particularly buoyant, with the larger companies
achieving healthy profit percentages on their turnover. This 
is encouraging for the equipment industry because at the same 
time hotels are investing heavily in plant and machinery.
36
Even in areas which appear to be contracting, like the health 
sector, other events such as the lifting of Crown Immunity 
have stimulated an interest in new equipment. The greatest 
growth in investment is likely to come from the public house 
and hotel sectors and from restaurant companies aiming for 
the family and the young fast food market. In general, the 
catering industry exudes an air of confidence about its 
future which can only be a positive sign for the equipment 
manufacturers and distributors.
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3. THE CATERING EQUIPMENT INDUSTRY: THE ELEMENT OF
SUPPLY
3.1 Definition of the catering equipment industry
The catering equipment industry was taken to be all those 
concerns involved in the production, selling and after care 
of items of machinery and equipment intended for the storage, 
preparation, cooking and serving of meals provided by the 
catering industry. From this definition it can be seen that 
the industry handles many diverse items from cutlery to 
dishwashers and ovens. The main area of interest of this 
study is the prime cooking appliances. These are taken to be 
all those items of equipment which use heat transfer 
techniques to transform the raw food materials into the 
catering industry's finished products.
3.2 Introduction
Over the last 30 years the catering equipment manufacturer 
has been unable to isolate himself from the changes taking 
place in the industrial structure of Britain. Throughout 
this period economists have well documented Britain's sliding 
share of the world trade in manufactured goods and a failure 
to keep abreast of technological innovations. The result has 
been less demand for British goods and a reluctance to invest 
in production methods and research which have undermined 
profitability and price competitiveness. Furthermore, the 
loss of previously safe export markets and an influx of 
foreign goods onto the home market have made British 
manufacturers face up to the fact that they have to be 
extremely competitive to survive. The consequence of these 
and other factors are examined in this chapter in the light 
of the equipment industry's response to its changing 
circumstances.
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3.3 Structure of the catering equipment industry
The definition of the catering equipment industry given in 
paragraph 3.1 implies that the industry is not merely 
concerned with the physical transformation of raw materials 
into a product; it also takes on the responsibility of 
transferring its product to the end user. With this in mind, 
table 3.1 attempts to define the structure of the industry 
using sales flow lines.
Table 3.1 The structure of the catering equipment 
industry using sales flow lines
British manufacturer 
1
foreign manufacturer 
1
distributor^
sales
wholesaler
sales
direct
sales
  consultant  1
1___  group purchaser  1
1__ independent purchaser
subsidiary
company
sales
1
 1
1
The elements of the industry depicted in table 3.1 are 
fulfilling a series of roles which are not necessarily 
mutually exclusive; firms like Hobart manufacture, import, 
and sell goods, often with design advice, and . maintain a 
servicing network. While not every firm attempts to provide 
all these services under one roof they often strive to 
achieve the same effect through contractural agreements with 
other elements within the industry. This desire to offer the 
customer a turnkey facility has led to a blurring of the
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boundaries between the various elements in the market? those 
affected most are the manufacturer, the distributor and the 
importer.
3.4 Size of the catering equipment industry
Working on a simplified dichotomous approach, one estimate of 
the size of the industry states that there are 150 
manufacturers and 500 retail outlets (Whitehall, 1986).
An exhaustive search of the trade press, buyers directories, 
trade associations' membership lists and trade show 
exhibitors' lists revealed a further 26 firms manufacturing 
equipment for the catering industry yet only 380 retail 
outlets. Of the 176 manufacturing firms the market is 
dominated by five companies which accounted for an estimated 
69 percent of cooking equipment sales in 1986, as is shown in 
table 3.2 (Euromonitor, 1987).
Table 3.2 Company shares of the cooking equipment market
in 1986
company percentage turnover
share 1986 1984 £s
Falcon catering equipment 23.0 -
Stott Benham 21.0 -
Jackson catering equipment 9.0 2,834,000
Moorwood Vulcan o•CO 5,125,000
Bartlett oo • o 5,689,000
the rest 31.0 _
note: Figures exclude microwave ovens
source: Euromonitor, 1987 and ICC, 1987
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An indication of the size of the businesses involved in the 
industry can be gained form their turnover figures. Unlike 
the catering industry, in which the turnover of businesses is 
recorded on VAT returns the equipment manufacturing industry 
cannot be similarly identified because it is not allotted 
separate trade codes. This leaves Companies House as the 
main source of data: Again problems are encountered, as the
Companies Act of 1981 brought the United Kingdom's disclosure 
laws into line with the requirements of the European Economic 
Community's Fourth Directive on company accounts which 
effectively reduced the amount of information available. For 
example, if a firm's turnover is less than £5.75 million, 
and it employs fewer than 250 employees, which covers most of 
the industry, then it need not disclose its turnover. Also, 
the end of year accounts for the top two companies listed in 
table 3.2, Falcon Catering Equipment and Stott Benham, are 
released as group pic results which do not permit 
identification of subsidiary sales. The latest available 
turnover figures for the remaining three firms are for 1984 
and are shown in table 3.2. Unfortunately information is 
scarce, neither direct comparisons nor a comprehensive 
picture of the industry can be achieved. Therefore it is 
unwise to try and estimate the turnover of Falcon and Stott 
Benham based on the available data. Of the remaining 
companies in the industry few achieve high turnovers. Lincat 
Ltd., Corsair Manufacturing Ltd. and the Eclipse Copper 
Company fall into the £1 million to £3 million bracket, 
whilst Mitchell and Cooper Ltd., Cavendish Equipment Ltd and 
Rowlett Catering Appliances fall into the £0.5 to £1 million 
bracket. One interesting aspect of the accounts lodged at 
Companies House is that amongst their numbers are the 
financial statements of some of the more important foreign 
manufacturers which have outlets in Britain. From these
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accounts it can be seen that in 1985, the turnover figure for 
Garland Equipment Ltd. was nearly £3.5 million? for Valentine 
Equipment Ltd., £1.5 million; and for Zanussi CLV Systems, 
£4.5 million. These figures give the first indication of the 
impact of the foreign manufacturers on the British equipment 
market as their turnovers rival those of some of the top 
British manufacturers.
From the information available, the catering equipment 
industry does not appear to yield high profitability levels. 
With the exception of Lincat Ltd., which averaged a profit 
margin of 14 percent between 1984 and 1986, the pre-tax 
profit as a percentage of sales for companies is commonly 
below ten percent and often below five percent. The 
statistics for pre-tax profit as a percentage of capital 
employed are more variable; in many instances they are high 
especially, as would be expected, for the companies concerned 
solely with imports (ICC, 1987).
3.5 Elements within the catering equipment industry
The main supply elements within the catering equipment 
industry are the manufacturer, the distributor and the
importer. As background to a later scrutiny of how the
market is changing and the significance of these changes, 
each of these elements are examined in turn.
3.5.1 The manufacturer
Traditionally, many of the larger equipment manufacturer were 
heavily reliant on sales from the non-commercial division 
owing to the advantages of the continuity of design and
predictable nature of sales over a defined time scale. Often 
their approach to the commercial division could be likened to 
an a la carte restaurant producing items on request, from an
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extensive menu while the customer waited. Such a situation 
now seems totally divorced from the modern business approach. 
Unfortunately, such an attitude was partially responsible for 
the industry being ill-prepared for the dramatic changes that 
were about to take place in the catering industry and from 
the increase in competition from abroad. It is often 
contended that the fragmented structure of the equipment 
industry itself placed the domestic manufacturers at a 
competitive disadvantage. This coupled with industrial 
inertia hampered the adjustment to change and meant the 
inevitable decline of the domestic manufacturer. The vast 
majority of the companies within the industry were small and 
usually family owned; the larger firms were part of 
conglomerates which viewed catering equipment as an 
unimportant activity within their portfolio which attracted 
very little research and development funding. With
competition in the market place being fuelled by 
technological change coupled to the mass production 
techniques of foreign companies, in order to survive, the 
British manufacturers had either to be protected by tarrif 
barriers or to change their method of operation rapidly. As 
trade protection is not a favoured political weapon in 
Britain, re-alignment of financing, production and marketing 
techniques offered the only option.
One way to enhance price competitiveness and profitability is 
to build up throughput and volume, but this requires a larger 
sales base. This enhancement can be achieved in several 
ways: Increasing sales in the domestic market and abroad;
buying out competitors; or moving into new markets through 
trading agreements. Increasing sales is considered in a 
later chapter but the effect of buying out competitors and 
moving into new markets have resulted in consolidation within
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the industry which has ultimately affected its overall 
structure.
Many famous names have passed into the hands of foreign 
parent companies. Thorn EMI, in June 1987, sold Stott Benham 
and Crypto Peerless to Electrolux which brought them under 
the same ownership as Zanussi. While the Yale and Valor 
Group, from America, added Jackson catering equipment to 
their former acquisitions of Moorwood Vulcan, Sadia 
Refrigeration, Electroway Gasway and Oliver Toms. Take-overs 
were also creating vertically integrated firms as illustrated 
by the formation of Forge Catering Equipment. The former 
Market Forge company combined with HH Marketing, which sold 
Rinnai and Mareno products and the British manufacturer 
Hygienic. The resultant company had four divisions: Hygienic 
Forge, Mareno Forge, Market Forge, Rinnai Forge. Another 
example is Trust House Fortes purchase of the manufacturer 
Stangard which gave it company facilities for stainless steel 
fabrication as well as the production of certain items of 
specialized catering equipment. These developments leave 
four major companies dominating the cooking equipment market: 
Bartlett, Electrolux, Falcon (part of the Glynwed Group) and 
the Valor Group.
Out of the pursuance of greater market penetration joint 
ventures have emerged. A good example is a cook chill system 
which cuts across the normal barriers within the equipment 
market in that it calls for cooking appliances, items of 
refrigeration and regeneration ovens. Currently there is not 
a British firm that can meet all these requirements which is 
why Stott Benham, Foster Refrigeration and Regethermic pooled 
their resources to create Integrated Cook-Chill Systems. 
This new organization carries out feasibility studies,
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design, planning, project management, equipment supply and 
installation in order to give a complete service to the 
customer from one outlet.
The consolidation of the industry should enable the British 
manufacturers to achieve greater economies of scale so that 
they can compete successfully in the market and improve their 
profit margins. Their continued success will depend on their 
propensity to re-invest a larger proportion of this profit in 
research and development and their sensitivity to changing 
customer needs. If they fail in either of these respects 
their long term survival will be in doubt. Although in the 
short term the customer may regret the loss of low prices 
arising from a proliferation of manufacturers in the long 
term the customer should benefit from a better service and a 
superior product. It is probable that circumstances will 
dictate that the number of British appliance manufacturers 
will continue to fall, but the actual number of companies 
operating in the market is unlikely to show little variation. 
This is because the small businesses will continue to satisfy 
local and specialized needs concentrating on the minor items 
of equipment and stainless steel fabrication. In addition, 
new firms will enter the market to explore the opportunities; 
for instance, Philips which is usually associated with 
microwave ovens launched four products at the 1988 Hotelympia 
for general catering purposes. Lastly, there seems to be no 
shortage of foreign companies wishing to take advantage of 
the buoyant market conditions in the United Kingdom if the 
exhibitors list at the 1988 Hotelympia is an indication of 
their intention.
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3.5.2 The distributor
Distributors represent the retail element of the market and 
they tend to be small, family based businesses. In parallel 
with the manufacturing industry, larger groups have arisen 
over recent years from a series of mergers and take-overs. 
Concerns from outside the catering equipment industry also 
have bought their way in to the market, with Trust House 
Forte acquiring the distributor Lockhart and the Sketchley 
Group purchasing Breakmate and Anglia Vending. The largest 
distributor in the United Kingdom is Fesco, the holding 
company of the Horwood Group, which incorporates the three 
distributors of Horwood Catering Equipment, Haydn Davies and 
Brit-Am Foodservice Equipment. Fesco also supplies smaller 
distributors through its wholesale subsidiary, Rescellco, and 
serves its overseas markets through its export division, 
HCE(export); which deals with turnkey projects in Africa and 
the Middle East. Companies such as Fesco, because of their 
financial resources, are able to offer a very comprehensive 
service to the caterer and this service can include; kitchen 
design, product recommendations, test kitchens, installation, 
stainless steel fabrication, staff training, maintenance, 
financial facilities and rental arrangements. However, 
companies like Fesco are rare as many smaller businesses 
still maintain their local hardware shop image. The benefit 
to the caterer of convenience that these smaller outlets 
offer through their local presence, will nevertheless ensure 
their continuance despite the lack of a wide range of 
services. On the other hand, the middle sized companies will 
find economic pressures and higher customer expectations 
eroding their profit margins and fuelling the pace of take­
overs .
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About 15 years ago economic factors caused many manufacturers 
to concentrate on a more limited range of products. At the 
same time the caterers, because of the marketing policies of 
the foreign manufacturers and developments within the 
consumer market, began to expect off the shelf equipment 
purchasing and as part of a package. Meeting this need would 
have further eroded slender profit margins by forcing the 
manufacturer to buy in products to supplement his range and 
employ extra sales staff. The distributor was able to fill 
this gap neatly by offering a broad spectrum of products and 
presenting a local sales front as already explained. A 
number of manufacturers, especially from abroad, quickly 
committed themselves wholeheartedly to a distributor sales 
policy only dealing directly with the largest, nationwide 
accounts themselves. Falcon Catering Equipment was one of 
the first manufacturing companies to adopt this policy in the 
early seventies while Moffat only established a nationwide 
distributor policy in 1987. As sales outlets, therefore, 
distributors have gained greater credibility during the last 
decade and as a consequence they experienced a rapid growth 
in their share of the equipment sales, from 25 percent in 
1982 to 45 percent in 1985 (PRS pic, 1986) ; however, the 
degree of equipment source usage by the various sectors of 
the catering industry was not evenly distributed and is shown 
by the percentage breakdown of outlets given in table 3.3. A 
rise in distributors' share of the advertisements in the 
Caterer and Hotelkeeper magazine from eight percent in 1975 
to 16 percent in 1985 is perhaps another indication of this 
surge in business (HCITB and MMD, 1986).
Greater interdependency between the manufacturers and the 
distributors on market reaction and future developments 
should eventually lead to higher sales in the long term.
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catering industry's equipment purchases: 1984
T a b l e  3 . 3  Percentage breakdown, by source, of the
sector distributor manufacturer other
hotel 70. 0 15. 0 15.0
restaurant 88.0 10.0 2.0
cafe 89. 0 - 11. 0
fast food 19.0 81.0 -
public house 84.0 1.0 15.0
club 90. 0 6.0 4.0
industrial 11.0 89.0 -
health 20.0 80. 0 -
education 24.0 76. 0 -
public service 3.0 97.0 -
note: Others includes fuel boards, wholesalers and cash
and carry, 
source: Electricity Council, 1985
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Unfortunately the relationship between the two has not always 
been harmonious with several contentious topics arising.
One bone of contention has been discounts, with levels of up 
to 50 percent in some instances bringing into question the 
validity of the list price. While attracted by enticing 
terms distributors have tried to avoid the attempts of 
manufacturers to make exclusive deals, preferring instead to 
offer a greater range of products to their customers. To 
overcome the resistance of the distributors some
manufacturers have broken their product ranges into marketing 
segments and demanded exclusivity on selling these
appliances. In return, following a big sales drive, the 
distributors would have the sole rights of sale in their 
locality. To counteract such aggressive marketing by the
larger British manufacturers, and to maintain their
impartiality, several distributors have negotiated exclusive 
import agencies and formed themselves into consortia to 
improve their purchasing and selling ability. Membership of 
such groupings has enabled them to buy in bulk around the 
world at lower prices, to obtain better terms from indigenous 
manufacturers and to compete for national accounts. One 
example is Gardiner Wilkinson which linked up with two other 
firms to successfully bid for the task of equipping the 
catering outlets in the new terminal four at Heathrow 
airport.
3.5.3 The importer
The growth in the distributor's market presence is not solely 
attributable to the policies of the British manufacturers, it 
has been spurred on by the rising level of imports. During 
the seventies, caterers appeared to have become disillusioned 
with British catering equipment. The trade press reported 
the general dissatisfaction and the most frequently quoted
52
criticisms were connected with: the finish and durability of 
appliances; size standardization; time delays; spare parts; 
and an indifferent after sales service (Hancock, 1982). It 
seems to have taken nearly a decade for the manufacturers to 
publish a reply but they are now claiming that British 
equipment is superior to its foreign counterpart and that its 
purchase avoids the problems of obtaining spare parts, 
currency fluctuations and transport difficulties which are 
frequently encountered with foreign equipment (Schellenburg,
1988) .
In common with the other elements of the catering equipment 
market, the importer is not as easy to categorize as might 
appear. Firstly, he does not always just import goods but 
technology, parts, finance, and a brand name. He may be a 
British firm acting on behalf of one or several foreign 
companies or the foreign company may simply form a separate 
division in Britain or create an autonomous company. Many 
familiar names are found on both sides of the Atlantic and 
the Channel, for example, there are the firms Garland, Alco, 
Litton, Zanussi and Franke. Some companies have become so 
well established in Britain that it is easy to forget their 
foreign origins. One example is Hobart Manufacturing which 
is one of the world's largest equipment manufacturers and is 
now estimated to import half of its British sales. Many 
foreign companies have openly declared their intentions 
regarding the British market. Garland Catering Equipment, 
which entered the market in the seventies, aims to be the 
major manufacturer by the nineties while Angelo Po wants to 
extend the foothold it has achieved so far (Caterer and 
Hotelkeeper, 1987). Both of these companies emphasize their 
ability to deliver goods quickly and to service and repair
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them promptly thereby overcoming some of the normal worries 
about foreign products. Consolidation is also occurring 
amongst the importers as illustrated by the recent dissolving 
of Rational Combi Ltd. and the formation of a joint venture 
with Frialator, in order to gain a sounder financial base.
There are suspicions within the industry that large sections 
of the product range from some British manufacturers are 
manufactured abroad. Unless a manufacturer states openly 
that this is their practice, as with Jackson Catering 
Equipment and their 700 series, it can only be a matter for 
conjecture. But in the purest sense of the word very few of 
the participants in the industry can claim not to be touched 
by foreign products, parts, know-how, money or management. 
We live, however, in an internationally mobile commercial 
world with large companies paying little heed to national 
boundaries, so the pertinent question is not who handles 
imported equipment but the quantity and value of the imports 
and how they affect the domestic production. The statistics 
reveal a growing keeness on the part of the caterer to take 
advantage of the perceived benefits of foreign made
equipment. Industry observors placed the level of import 
penetration into the catering equipment market at ten percent 
in 1972, at 30 percent in 1985 and at 45 percent in 1986 
(Whitehall, 1986 and Euromonitor, 1987). They point to the 
distribution of foreign equipment within the sectors as being 
uneven with only a 20 percent uptake on new items in the 
public sector but nearer 50 percent for the commercial
division. Also, certain product lines have attracted the 
attention of importers more than others as table 3.4
illustrates. The importers themselves, in the guise of the 
Catering Equipment Importers Association (CEIA), would
challenge these figures, claiming that they account for 30 to
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40 percent of the sales of heavy duty items (Caterer and 
Hotelkeeper, 1987).
Foreign manufacturers are less parochial in nature than their 
British counterparts and with their greater export 
orientation have achieved larger markets and cost advantages. 
As Britain is a truly free market there seems little to deter 
the importers from continuing to concentrate on increasing 
their share of the British market at the expense of the 
indigenous manufacturers.
Table 3.4 Import penetration as a percentage of sales
value: 1986
equipment item 
microwave oven 
fryer 
steamer
convection oven 
boiling pan 
range
back bar equipment 
bratt pan 
grill 
rest
source: Euromonitor, 1987.
3.6 Value of the catering equipment market
Placing a monetary value on such a poorly documented market 
is fraught with difficulties. Not all the firms involved in 
the industry lodge their turnover figures with Companies 
House and if they do they are often impossible to isolate
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percentage
90.0
30.0
30.0
25.0
20.0 
20.0
15.0
15.0 
0.0
50.0
within group results. Other firms derive income from several 
sources by, for example selling machinery to both the caterer 
and the food processing industry which invalidates their 
figures. Furthermore, trade associations fail to cover the 
industry comprehensively as their memberships are often 
partial. Government bodies do little to clarify the 
situation as they rely on the Standard Industrial 
Classification (SIC). This system gives a very warped 
picture of the equipment industry with microwave ovens, 
dishwashers and stoves the only products recorded as distinct 
categories with all the other appliances being untraceable. 
Even when government figures appear to be relevant it must be 
realized that they could underestimate the true picture: The
1985 entries under the heading of dishwashers show four 
enterprises in operation which sold a total of £4.6 million 
worth of goods which was supplemented by £8.9 million of 
imports, suggesting a home market of £13.5 million. The 
actual market size could be larger as the survey on which 
these figures were based only sought replies from firms with 
75 or more employees and the reply rate was only 80 percent 
(British Statistics Office, 1986). Market research companies 
have attempted to quantify sales but they find it hard to 
agree, with one company valuing the market in 1983 at £88.7 
million and another a figure of £103 million. Even if the 
difference between these two is attributable to variations in 
market delineation where item definition seems to equate, as 
with fryers, there is still a 2 0 percent gap (PRS pic, 1986 
and Euromonitor, 1984). However, as few published statistics 
exist the estimates from the market research companies are 
indispensable when assessing the value of the industry.
Annex 6 details the catering equipment industry's sales for 
the years 1981 to 1986 with the total market valuation for
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1986 at £170 million of which cooking appliances contributed 
£54.5 million. Taking into account consumer price rises, the 
market grew in real terms by three to four percent per year 
between these dates. Over the period, however, the cooking 
equipment sector exhibited a below average growth rate and 
the best performances were achieved with the dishwasher, 
refrigeration and servery sales (Euromonitor, 1987). In 
1984, it was estimated that 260,690 items of catering 
equipment were sold of which 31.5 percent were cooking 
appliances. Annex 7 breaks these sales down by percentage 
volume and percentage value and reveals that bratt pans, 
boiling pans, convection ovens, general ovens and ranges 
contributed more in value to the sales figures than they did 
in volume (Electricity Council, 1985). Table 3.5 shows how 
the sales for the year 1983 were shared out between the
sectors of the catering industry. These figures are not
directly comparable to those given for plant and machinery in 
table 2.9 but they do place the commercial division's 
purchases in perspective. It would appear that while the 
restaurant sector was not a major contributor to the 
investment in plant and machinery it did devote a higher
proportion of its expenditure to catering equipment when
compared with the hotel and public house sectors.
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Table 3.5 Percentage breakdown of the equipment sales to
the catering industry in 1983
sector percentage
hotel 15.0
restaurant 14.0
cafe, take away 15.0
public house 5.0
industrial 20.0
health 10.0
education 17.0
public service 3.0
other 1.0
total 100.0
source: Euromonitor, 1984.
3.7 The import/export equation
It was estimated in 1986 that six percent of the domestic 
production of cooking appliances, excluding microwave ovens, 
was exported. In that year it was thought that within the 
same categories 33 percent of domestic sales were imported 
giving nearly a seven fold imbalance of trade in favour of 
imports (Euromonitor, 1987). By 1987 the position may have 
worsened as imports exceeded exports by a factor of 6.4 for 
microwave ovens, 8.2 for stoves and 17.7 for dishwashers 
(City Data Services, 1987). Annex 8 shows the percentage 
growth rate between 1985 and 1987 of both exports and imports 
and it can be seen that for stoves and dishwashers, imports 
out performed exports accentuating the trade imbalance, while 
some progress was made with the export of microwave ovens. 
There is every indication from these figures that overall the 
trade gap is increasing; if so this will be detrimental to
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the economic prospects of the British equipment industry in 
two respects. Firstly, it points to a lack of interest in, 
or ability by, British manufacturers to expand sales horizons 
beyond the confines of the national market. Secondly, it 
means that foreign manufacturers are achieving a sizeable 
market presence in Britain which will grow more quickly than 
the growth in demand, thus impeding expansion of domestic 
manufacturers' sales. The British manufacturer has the power 
to tackle this problem in two ways:
-Enhance the characteristics of his product to match 
them more closely to the needs of the caterer and 
recapture his loyalty.
-Make a more concerted effort to break into export 
markets.
The first point is considered in the next paragraph while the 
difficulties of exporting are now examined more closely. 
Exporting goods is not simply a question of transporting them 
abroad, the potential customers' buying behaviour may differ 
in many ways. As Foxall states (1980, p. 164):
'But the question of whether consumers will go out and 
buy a 'foreign' item depends often on how well the firm 
marketing it has done its homework and has identified 
consumer tastes and explained the meaning of its 
products unambiguously to those who are expected to buy 
them.'
Some British firms seem more ready to accept this challenge 
than others. The members of the Catering Equipment 
Manufacturers Association (CEMA), during the first nine
59
months of 1986, exported 14.7 percent of their production 
which was 8.7 percent above the average for the industry 
(CEMA, 1986). Others have overcome the problems by using the 
facilities of already established companies. For example, 
Merrychef currently exports 22 percent of its commercial 
microwave oven production but now intends to market a range 
of its ovens under the Zanussi brand name to boost this 
figure. Generally there still appears to be a lack of 
commitment by firms with regard to exporting, and is perhaps 
exacerbated by the low profit margins achieved by a company 
like Horwood Catering Equipment (Export) Ltd. which derives 
its income solely from exporting (ICC, 1987). Obviously, 
this is not just a problem within the catering equipment 
industry as several agencies exist to assist the exporter: 
The British Overseas Trade Board offers an export 
representative service, a market prospects assessment 
service, help with market research and assistance with 
foreign trade shows through their Fairs and Promotion branch. 
The Royal Mail International has a range of services and 
financial incentives for first time users. The independent 
advisory service of the British Standards Institute, called 
Technical Help for Exporters, gives details of technical 
requirements, approval schemes and legislation which affects 
sales overseas.
Some countries have been accused, either consciously or 
unconsciously, of erecting non-tarrif barriers by imposing 
onerous documentation on importers, creating administrative 
delays, operating restrictive licencing practices and only 
accepting national safety standards. Many of these problems 
should disappear with the breakdown of trade barriers within 
the European Community. At the beginning of 1988, the 
administrative bureaucracy of exporting within the Economic
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Community was simplified by replacing seven forms with just 
one, and by 1992 the inward processing relief system will be 
changed to standardize procedures throughout the Community 
but difficulties will still exist with trade with the rest of 
the world . For products to gain acceptance in the United 
States of America, they have to undergo time consuming and 
expensive safety checks to obtain the necessary standards 
certification. For this reason it is likely that British 
manufacturers will direct their exporting efforts towards 
their immediate neighbours. Such a trend is already apparent 
as is shown by the import and export figures for microwave 
ovens, stoves and dishwashers given in Annex 9. Between 1985 
and 1987, the proportion of exports to the Economic Community 
as opposed to other destinations was slightly tipped in 
favour of the Economic Community while, with the exception of 
dishwashers, the opposite was true for imports.
3.8 Characteristics of the equipment industry's product
The product of the catering equipment industry is both a 
physical item and a service which, in combination, form the 
perceived range of benefits the caterer considers when making 
a purchasing decision. The most important physical
characteristic of the appliance is the level of technology, 
and the after sales as the main element of service.
3.8.1 Research and development
The members of the equipment industry appear to regard the 
British market as small and unable to support large 
investments in research and development. Although this is 
true of the specialized products for parts of the catering 
industry like chicken, burger and ethnic restaurants, the 
growth of import penetration in more traditional areas 
indicates that the caterer is looking for something in his
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appliances that is lacking in the domestic product. By 
failing to undertake research, the British manufacturer has 
missed market opportunities, stifled management achievement 
and allowed foreign equipment to fill the gaps. While 
foreign manufacturers were typically dedicating three to four 
percent of their budgets to research and development, British 
firms were usually only allocating one to two percent. Their 
fears were re-inforced by the ailing fortunes of two research 
orientated companies, Jackson Catering Equipment and Stangard 
Engineering. In 1983 Jacksons was the subject of a 
management buy out from the TI Group; the old company had 
failed to invest in research for ten years so the new team 
initiated a large research programme almost immediately, but 
by 1986 they were being rescued from financial difficulties 
by the West Yorkshire Enterprise Board. Stangard Engineering 
entered financial problems during the development of the 
Induction cooking concept with Labesse of France and recorded 
large losses in the mid eighties (ICC, 1987). Difficulties, 
such as those just mentioned, were associated with new 
developments by British manufacturers which encouraged 
caution and a reluctance to launch products unless success 
was virtually guaranteed. CEMA, recognizing this inertia 
were pointing to signs of change; halogen heat, induction 
energy, electronic controls and the more mundane areas of 
burner design and metal processing were all starting to 
receive attention.
With the recent consolidation within the industry, the larger 
firms may find the resources to invest more heavily in 
research and development. Companies such as Stott Benhams, 
which is now part of Electrolux, may be able to use some of 
the expertise of the 60 strong research department of another 
member of the group, Zanussi. If the economic equation can
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be balanced correctly, the rewards are worthwhile. For 
example, the improved capability of an appliance by the 
simple addition of electronic controls can be reflected in a 
price rise of five to ten percent. In general, the catering 
market is evolving at a quickening pace, so to take advantage 
of the subsequent buoyancy in the equipment market, the 
British manufacturer will have to keep his product up to date 
and tailored to meet the needs of the caterer; failure to do 
so will allow the foreign equipment manufacturer to make 
further inroads into the market and continue to undermine the 
traditional structure of the industry.
3.8.2 After sales services
The provision of after sales services brings the industry 
into contact with the customer and provides feedback on the 
performance of its products. After sales is usually taken to 
mean servicing and repairs, and in a situation where the 
products are very similar, it can become crucial to the
initial and later purchasing decisions. However
conscientious a manufacturer is, there is a sense of urgency 
about launching a product onto the market to gain the maximum 
advantage over would be competitors. Consequently, not every 
aspect of a design can usually be fully tested and inherent 
defects may only become apparent over a period of use. As 
long as a user does not contravene the clauses of his
warranty this type of failure is readily handled and budgeted 
for in the purchase price. The manufacturer can also accrue 
some benefit by analysing the record of failures and feeding 
the results into future design projects.
After the initial period, problems can still be encountered 
and there is often much recrimination on both sides. The 
caterer is criticized for failing to maintain equipment
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correctly and after years of neglect, when it finally breaks 
down, expects it to be brought back to peak condition. On 
the other hand, the user encounters an indifferent attitude 
from his supplier and a disregard for his pattern of working 
which often means equipment failing outside the supplier's 
normal working hours. Because of the large geographical area 
involved and the high costs, manufacturers tend to place 
their maintenance services into the hands of servicing agents 
which introduces another element into the equipment industry. 
The servicing specialist has to balance the advantages of 
payment in advance and non-negotiable prices against the 
costs of holding spare parts, labour, travel and keeping 
abreast of product developments. Few agents have national 
capabilities and because of the same factors deterring the 
manufacturer, they tend to specialize in a certain product 
area.
As far as the caterer is concerned, maintenance can be 
planned or emergency, for the only certain fact about 
equipment is that one day it will fail. Judging the optimum 
time to replace an item before the point of failure minimizes 
the total cost of ownership. Unfortunately, the catering 
industry appears to pay more attention to saving one percent 
on the food bill than it does to monitoring the true cost of 
equipment so servicing programmes are often regarded as a 
drain on profits. In consequence, the blame for the 
dislocation of services, stress and the waste of food is 
invariably directed at the suppliers. Although the
manufacturer can assist the efficient provisioning of spare 
parts and improving reliability thus reducing the mean time 
between failures. The servicing agent, on his part, can 
improve his service by responding quickly to call outs, being 
fully conversant with the equipment and adopting a positive
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attitude. With a more thorough business approach being 
adopted by the catering industry and greater similarity 
between appliance design the after sales service element of a 
product will undoubtedly increase in importance.
3.9 The role of trade associations in the catering
equipment industry
The motivation for the formation of trade associations within 
the catering equipment industry was predominantly self 
interest. The manufacturers' association, CEMA was formed 
nearly 50 years ago; the distributors association, CEDA, 16 
years ago; the importers' association, CEIA, in 1987; and the 
users' association, CEqUA, in 1986. With greater inter­
dependency between the elements of the market, they have 
evolved from being mere cartels and have started to work
together to promote issues for the good of the industry as a 
whole. Reflecting their industry, their members range from 
large publicly owned companies to small, independent firms 
bound by their attachment to the catering industry rather 
than through a common product. It has been suggested by the 
CEIA that they should form one association with separate 
sections for specialist needs to present a formidable and 
united front to the Government on issues such as standards 
and regulation. CEMA, however, seems to be finding this
concept hard to accept as much of their effort has been
directed towards promoting the fact they are British, 
typified by their show CEMEX which is held to complement 
Hotelympia. Whether the associations combine or remain 
apart, their involvement with bodies like the British
Standards Institution and the House of Commons Catering 
Industry's Liaison Committee must help make the policy makers 
aware of their circumstances. At any rate, their attempts to 
improve the professionalism of their members must be welcomed
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and greater contact between the various associations will 
hopefully increase the chances of the voice of the end user 
being heard.
3.10 The role of standards in the catering equipment
industry
The catering equipment industry has an ambivalent attitude 
towards standards. When imposed by a country in receipt of 
British exports they are labelled as non-tarrif barriers. 
When discussed in this country they are viewed by some as a 
way of protecting the customer and promoting British made 
goods, and by others as an expensive and time consuming 
irrelevance. Regardless of the views of the equipment 
industry the 1981 Energy Conservation Act empowered the 
Secretary of State for Energy to demand that all new catering 
equipment should comply with British Standards. That demand 
has not been made to date and the standards remain voluntary. 
As they do not confer immunity from legal obligations the 
main motivation for their compilation and endorsement is 
commercial.
3.10.1 The development of British standards
Standards in Great Britain are drawn up by independent bodies 
like the British Standards Institution (BSI) which was 
incorporated with a Royal Charter in the first part of this 
century and still receives some finance from the Government. 
Other organizations involved include British Gas, the 
Electricity Council and Lloyd's Register Quality Assurance 
(LRQA). To give these national bodies greater international 
acceptability of their competence and integrity the 
Government set up the National Accreditation Council for 
Certification Bodies (NACCB) in 1985 to assess their services 
and award accreditation when appropriate. The overwhelming
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concern of the standards is safety with mechanical strength, 
electrical insulation, earthing, overload protection, 
moisture resistance and other similar factors attracting most 
of the attention. Despite the importance of these safety 
measures, the catering equipment industry does not give the 
concept of standards its wholehearted support with only 54 
out of the 150 firms estimated to belong to the industry 
(paragraph 3.4), being members of the BSI. One reason may be 
that the market is not as closely checked as the domestic 
market perhaps because of its lower turnover or the lack of a 
coherent and comprehensive representation.
By the early eighties there was a growing realization that 
the success of other countries exporting efforts was partly 
attributable to an effective and strong system of standards. 
It was being recognized that a reputation for quality and 
reliability had immense strategic value in terms of 
international marketing. As the Department of Trade and 
Industry stated (1986, p. 4):
'Quality and Standards are not ends in themselves, but 
ultimately about convincing customers that your product 
is more likely then your competitors' to fulfil their 
expectations and therefore worth buying.'
Hence in April 1983, the Government launched a National 
Quality Campaign. The aim was to convince manufacturers that 
quality was not a luxury extra but an integral part of a 
product which needed to be incorporated into every stage of 
its production and transfer to the customer. The main thrust 
of the campaign was the adoption of the British Standard (BS) 
number 5750 which focused attention on the maintenance of 
quality throughout the manufacturing process. The LRQA was
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formed to develop sector based schemes and with this aim in 
mind the CEMA collaborated to help launch a quality assurance 
scheme for the catering equipment industry at the beginning 
of 1986. The scheme was called CEMARK and was only available 
to CEMA members who had obtained BS 5750 approval which by 
the end of 1988 had only been achieved by Bartlett and Falcon 
Catering Equipment.
3.10.2 The international aspect of standards
The fundamental source of standards worldwide is the 
International Electrotechnical Commission (IEC), based in 
Geneva. Secondary to the IEC is the organization which is 
concerned with purely european matters, the Comite European 
de Normalisation Electrotechnique (CENELEC), which undertakes 
most of the Economic Community's work. Britain has an active 
input into both of these organisations so some of the 
international standards mirror closely their British 
counterparts. In fact the BS 5750 gave Britain the chance to 
seize the lead and to use this standard as the basis for the 
IEC 9000 family of quality standards. The BSI has over the 
past few years been revising several of its standards in 
preparation for the harmonisation that is taking place within 
the Economic Community. A good example is BS 5784 which is 
replacing BS 4167 and covers a large proportion of the 
electrically powered catering equipment. BS 5784 has been 
derived from one of the 335 series of IEC base documents and 
has been published with a dual number. Unfortunately, the 
process of harmonisation is lengthy, and after 15 years of 
work, no agreement has been reached on gas standards. To 
overcome some of the difficulties, national deviations are 
permitted: 'A' class deviations cover legal requirements
like the Health and Safety laws in Britain? and 'B' class 
deviations cover national preferences, but they have to be
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withdrawn within three to four years. Although the Economic 
Community will not prevent countries from publishing national 
standards, even though they will not be permitted to conflict 
with their European counterparts; any that do, including 
those already in existence, will have to be withdrawn on an 
agreed time scale.
3.10.3 The implications for the catering equipment market 
of changes in standards
The new range of British standards are aimed at helping 
equipment manufacturers to improve efficiency and reduce 
costs such as product liability insurance, with the emphasis 
towards improving design quality rather than the inspection 
of faults during production. The industry's awareness of 
standards may be heightened by the long term objective of the 
Crown Suppliers to deal only with companies with BS 5750 
certification, and the public sector could further enhance 
the acceptance of standards by using them for their tendering 
documents instead of compiling their own specifications. The 
harmonisation of standards throughout the Economic Community 
should give further encouragement to the British 
manufacturers; once their products are certified by a 
registered testing house, which could be in any member 
country, they will be able to be sold throughout Europe 
without additional testing requirements. It is hoped that 
with sufficient media attention the improved quality and 
reliability of British products will soon come to the notice 
of customers at home and abroad as one of the stated aims of 
the CEMARK scheme was to enable firms, which meet the 
criteria, to use the insignia as a marketing aid. The 
harmonisation of standards and the loss of trade barriers in 
1992 therefore offers the British equipment manufacturer the 
opportunity to compete on an equal footing in the European
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market with the European firms and it will give them the 
market potential enjoyed by their American rivals.
The question of standards is likely to emphasize the 
disparity between the larger and the smaller manufacturers 
and increase the range of prices for products. In the long 
term however, a commitment to standards should encourage 
British manufacturers to pursue market expansion abroad and 
improve the quality of equipment offered to the catering 
industry. Nevertheless, there is still scope to develop 
standards further as they need to take into consideration the 
service encounter which is difficult to assess because of its 
intangible nature.
3.11 The changing catering equipment market
An increasing range of services is being offered to the 
customer by the elements within the equipment industry, with 
the distributors accounting for a growing proportion of the 
sales. The number of firms involved in the production, 
selling and servicing of catering equipment appears to be 
large, considering a total sales figure of less than 
£200 million. There are, however, signs of consolidation 
with take overs of manufacturers resulting in a few large 
firms controlling the majority share of the market. A 
similar trend is emerging in the distributor industry but it 
continues to be characterized by small, localized, family 
type businesses. The market experienced real growth in 
sales, at a moderate rate, during the first half of the 
eighties with the sale of cooking appliances being out 
performed by other sectors of the industry. Of the changes 
affecting the industry the most marked has been the success 
of foreign firms in capturing a growing proportion of sales 
of cooking equipment and the activity of these firms in
70
acquiring traditional British companies. The gap between 
imports and exports, which was already large, has widened in 
favour of imports over the last few years. Although this may 
change as British manufacturers concentrate their exporting 
efforts towards Europe, encouraged by the harmonisation of 
standards and the lowering of tarrif barriers.
The equipment industry is beginning to react to the changing 
demands of the customer and the threat posed by the 
restriction of its market opportunities by the presence of 
foreign products. The level of technology of a product, its 
efficiency and the availability of after sales services will 
undoubtedly be at the forefront of users' requirements in the 
future. The greater financial resources, arising from the 
rationalization within the industry should enable the British 
manufacturers to address the challenges of research and the 
higher expectation levels of the customer.
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4. METHODOLOGY FOR THE POSTAL SURVEYS
4.1 Background to the surveys
In chapter three, the catering equipment industry was shown 
to be very fragmented and poorly documented. To date, much 
of the published literature has been based on commentators 
from within the industry expressing their views and 
impressions without factual evidence. Consequently, any 
study seeking credibility in deepening our current 
understanding, let alone attempting to suggest how the market 
may develop in the future, needs to be supported by original 
data. The challenge posed by Lewis and Pizam's first 
question that should be asked by any researcher of a subject, 
can it be researched? (Lewis and Pizam, 1986). Faced with 
a dearth of usable official statistics about the catering 
equipment market, the only solution was to undertake a number 
of quantitative surveys. This chapter details the procedures 
adopted during the conduct of the surveys which gathered data 
from two elements of the equipment market, namely the 
caterers and the distributors.
4.2 General aims of the surveys
The impetus for both the caterers' and the distributors' 
surveys was to facilitate the drawing of conclusions about 
the catering equipment industry from an overall quantitative 
analysis, thus avoiding a descriptive examination based on a 
small and possibly biased sample. The broad aims of the 
surveys were :
a. To establish the pattern of equipment usage within the 
catering industry
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b. To assess the future demand for catering equipment and 
isolate any factors that may influence the future growth and 
development of the equipment market.
4.3 Selection of survey technique
Currently, there is a large volume of literature available 
arguing the relative merits of the various survey techniques. 
It is widely agreed that postal surveys lack the personal 
touch; cannot guarantee the order in which questions are 
answered; may not be completed by the person for whom they 
were intended; and necessitate a simplification of a subject. 
On the positive side, they are cheaper than interview surveys 
and facilitate the attainment of a larger sample, by a single 
individual, than might otherwise be possible. With limited 
resources available, and coupled with the large size of the 
catering industry, the postal survey was the obvious research 
instrument for this study. Although, in order to give a 
greater qualitative depth to the understanding of certain 
aspects of the market relationships, a limited number of 
personal interviews were conducted at a later date. Thus a 
'core plus' approach was adopted to review the caterers 
position in the catering equipment market (TRRU, 1983).
4.4 Scope of the surveys
Before the surveys could commence it was necessary to define 
what was meant by the catering industry. With the catering
industry defined, the categories and elements within each
category determined, the survey populations could be 
formulated. From this, boundaries had to be set within each 
category under investigation to provide a focus for the 
surveys and a sampling frame. Once this had been achieved 
the individual sample units could be identified. The subject 
of the surveys also required clarification; although catering
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equipment included all items of machinery and equipment used 
for the storage, preparation, cooking and serving of meals, 
it was necessary to ensure that the surveys remained 
manageable by concentrating the study on selected items of 
equipment. Representing the fundamental requirements for 
commercial operations, the equipment selected included those 
items used for prime cooking of food and for dishwashing.
4.5 Questionnaire design
In designing the questionnaires, great care had to be taken 
as these were to be the main research tools of the study. 
Before decisions could be made as to the final content and 
format of each survey, a series of points had to be 
considered.
4.5.1 Question selection
The first task was to decide which questions needed to be 
asked. There is always the tendency to ask too many 
questions with some having a tenuous connection with the 
domain of concern (Hoinville and Jowell, 1982). Awareness of 
this problem meant that at each stage the construct validity 
was checked to ensure that the questionnaire was measuring 
what was required.
4.5.2 Question type
In general, there are two main types of question, open or 
closed. The former allows the respondent to give an answer 
totally reflecting his views but increases the chances of 
misinterpretation and complicates the analysis of the data. 
The latter simplifies the final analysis but increases the 
risk of introducing bias. If answering scales are to be used 
for closed questions then they should be numeric, literal and 
placed in ascending, descending, alphabetical or some other
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pre-determined order.
4.5.3 Question design
The actual wording of a question is crucial, for as Oppenheim 
explains, it is natural to assume that what a word means to 
oneself is the same for everyone else (Oppenheim, 1982) . 
Words with emotional connotations need to be avoided as 
should leading questions which may suggest approval or 
disapproval. Furthermore, there is the problem of bias: If 
alternative answers are placed in a certain order the 
respondent may be more inclined to give what he thinks is the 
model answer, and 'prestige' bias can distort the answers as 
very few people want to admit to having been foolish or 
inadequate in any way. In Wilson's view the ideal question 
is concise, neutral and can only be interpreted one way 
(Wilson, 1973).
4.5.4 Questionnaire layout
Finally the layout of the questionnaire has to be considered, 
taking into account the order of the questions and how they 
are presented on the page. The aim must be to keep the 
questionnaire as short as possible, to maintain the readers 
interest and to ensure a logical flow of questions. Also in 
these days of a multiplicity of academic and market research 
there may be a need for a catalyst to encourage the recipient 
to complete and return the questionnaire. Although material 
incentives could be used, perhaps a simpler approach is to 
print the questionnaire on brightly coloured paper so it does 
not get lost in the in-tray.
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4.5.5 The covering letter
As Oppenheim states (1982 p. 65):
"By taking time and trouble to answer our questions 
the respondent is doing us a favour, and we must 
never allow ourselves to forget this."
Out of common courtesy, therefore, a well constructed 
covering letter explaining the reasons for the survey and the 
value of the respondents contribution is necessary. An 
example of one which was used is given at Annex 10.
4.6 Aims of the caterers' postal survey
The caterers' postal survey was designed to fulfil the 
following aims:
a. To identify the main items of equipment in use by 
particular type of establishment.
b. To examine the characteristics of the equipment in use.
c. To isolate any trends in equipment purchasing and to 
formulate predictions on the future nature of the catering 
equipment market.
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sectors
T a b l e  4 . 1  Percentage breakdown of catering industry
sector description sector percentage
hotels and *>50 rooms 3
accommodation 26-50 rooms 5
11-25 rooms 14
<10 rooms 78
restaurant *european 63
*ethnic 23
*roadside/instore 14
cafe cafes 46
fish and chips 27
ethnic 11
sandwiches 9
*fast food 4
other 3
public house snacks only 38
heated meals 55
^restaurants 6
industrial *industrial 80
contractors 20
health *NHS hospitals 22
homes 58
private 20
education state schools 93
*universities/ 
colleges 2
private 5
other public HM Prisons/
areas *HM Forces 100
* indicates high use of commercial equipment 
source: Marketpower, 1985.
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4.7 Determination of the survey population for the
caterers' postal survey
As table 2.1 illustrated, many establishments included in the 
industry's statistics view catering as a subsidiary, small 
scale activity and could, therefore, be heavily dependent on 
domestic appliances. The aims of the caterers' postal 
survey were to collect information on commercial equipment, 
so the inclusion of domestic appliances could have led to 
dilution of the results. To avoid these problems and to 
achieve a workable and valid survey population the surveys 
had to be targeted on the parts of the catering industry 
which would predominantly use commercial equipment. The 
parts selected are marked by an asterisk in table 4.1, which 
gives the breakdown of the industry into sectors and sub­
sectors. By applying the percentages shown in table 4.1 to 
the structure of the catering industry shown in table 2.2, 
the figures for the survey population detailed in table 4.2 
were achieved, giving a total of 50,840 outlets.
Table 4.2 Survey population for the caterers' postal
survey
sector survey population sector percentage
hotel 4085 o•CO
restaurant 19205 38. 0
industrial 24070 47.0
health 2600 5.0
education 880 CO•H
The definitions for each sector within the survey population 
are detailed below.
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4.7.1 Hotel sector
Small hotels with less than 25 bedrooms were excluded; it was 
decided that small hotels were unlikely to require a fully 
fitted commercial kitchen to service their small number of 
customers, even if they did open to non-residents.
4.7.2 Restaurant sector
Since the prime activity of a restaurant is the sale of meals 
this sector was taken to be of importance to the survey;
therefore, the full spectrum of types was included from 
european to ethnic restaurants and roadside diners. Also 
included in this sector, because of their recent rapid growth 
and investment in catering equipment, were the fast food 
outlets from the cafes sector, and the pub restaurants from 
the public house sector.
4.7.3 Industrial and contract catering sector
The definition of the industrial and contract catering sector 
was taken to be employee feeding in both the commercial and 
non-commercial halves of the industry. As this sector is one 
of the major users of heavy duty prime cooking equipment, it 
therefore provided the focus of attention for the survey.
'Captive audience' feeding, as in HM Prisons and HM Forces 
was included under this heading allowing the deletion of
'other public areas' from the list. During the rest of this
study all employee feeding will be referred to as the 
industrial sector.
4.7.4 Health sector
The health sector embraces hospitals, small day centres and 
local authority homes, so to ensure a relatively large 
kitchen size only hospitals were included.
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4.7.5 Education sector
There are numerous educational establishments in existence, 
differing in size and mode of operation. As the continued 
provision of full meals in schools is currently in doubt, it 
was decided to take universities and further education 
colleges as representative of the larger scale of operation.
4.8 Determination of the sampling frame for the
caterers' postal survey
As shown in paragraph 4.7, the survey population was achieved 
by placing a filter on the catering industry to identify 
those establishments likely to be using commercial catering 
equipment and serving over 50 covers per day. Although this 
meant a substantial reduction in the number of establishments 
under consideration, it was still beyond the resources of 
this study to contact them all. Consequently, so that valid 
inferences about the total population could be made, a 
sampling frame was selected that was representative of the 
survey population.
4.8.1 Size of the sampling frame
It was decided that a sample size of one percent would give a 
statistically valid representation of the industry. Assuming 
a 16 percent reply rate (based on the experience of previous 
researchers), to achieve the required sample size the 
sampling frame needed to be six percent of the survey 
population giving the actual contact requirement of 3,050 
outlets. The final breakdown is shown in table 4.3. It
should be noted that the slight variance from the theoretical
requirement was due to practical considerations such as 
availability of information, time and finances, although the 
percentage breakdown between the sectors was adhered to as 
closely as possible as can be seen if the figures are
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T a b l e  4 . 3 Caterers' postal survey sampling frame
sector
hotel
restaurant
industrial
health
education
note: a
b
theoretical actual sector sample 
sampling sampling percentage interval
frame frame
244 250 9.0 9/10 (a)
1159 1000 36.0 23
1433 1317 47.6 (b)
152 150 5.4 32
61 50 1.8 5
alternating sample interval 
determined by the Industrial Caterers' 
Association and the Ministry of Defence
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compared to those in table 4.2.
4.8.2 Method for selecting the sampling units
The sampling units were selected carefully to ensure that the 
sampling frame was valid and truly representative, allowing 
comparisons to be made against the elements of the survey 
population. To achieve this, the systematic probability 
technique was chosen with the aim of a fair, rather than a 
perfect sample. The first step was to calculate the sample 
interval by dividing the total data source by the sampling 
frame. Then, in order to yield the pre-determined percentage 
for the entire roster, a starting point was selected by using 
a random number table and every nth element was taken with 
'n' being the sample interval (Murdoch and Barnes, 1975).
4.8.3 Selection of the sampling units
When constructing the survey sample, several data sources 
were considered for each sector, but the final choice was 
made with the aim of maximizing the coverage of the survey 
and ensuring its statistical validity. The process of 
selection is described below and the resultant sampling frame 
totalled 2,767 outlets.
4.8.3.1 Hotel sector
For the hotel sector, three sources of information were 
considered: Tourist boards, Yellow Pages, and hotel guides.
To obtain information from regional tourist boards would have 
meant contacting many concerns and it was impossible from the 
Yellow Pages to determine the size of a hotel; therefore a 
search of hotel guides was the only practical option. 
Unfortunately, many guides had a very limited number of 
entries and failed to cover the whole of Great Britain and 
Northern Ireland. The final choice was the British Hotel and
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Restaurant Caterers' Association (BHRCA) guide for 1986 which 
had 2,360 entries (BHRCA, 1986).
4.8.3.2 Restaurant sector
For the restaurant sector, three sources of information were 
considered: Guide books, the census of population along with
tourist information centres and Yellow Pages. Since guide 
books failed to list an adequate number of restaurants, and a 
search of the census of population would mean a great loss of 
time, the Yellow Pages was considered to be the best option 
(Business database, 1987). Moreover, Yellow Pages fitted the 
definition of the survey particularly well by including 
european, ethnic, fast food and public house restaurants in 
their restaurant listing. According to the publishers' 
database there were 22,677 restaurants listed in the 65 
current copies of the Yellow Pages.
4.8.3.3 Industrial sector
Three sources of information on the industrial sector were 
investigated: Gazettes and directories, Government bodies
and trade associations. Although industrial gazettes and 
directories were comprehensive, they gave no indication 
whether there was a canteen on site. Two Government 
concerns, HM Prisons and the Army flatly refused to 
participate in the survey; however, as members of the 
Industrial Caterers' Association (ICA) worked in all the 
types of establishment, as defined by the survey population, 
they were considered representative of the sector (ICA, 
1987). Their Association agreed to randomly select members 
from their computer listing for inclusion in the survey and a 
similar facility was offered by the Ministry of Defence for 
their naval and air force bases (Ministry of Defence, 1987).
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4 . 8.3 . 4 Health sector
The Yellow Pages, the Institute of Health Service Managers, 
Local Authorities and the Government were considered as 
information sources for the health sector. All three sources 
were considered to be not practical for this study; the 
Yellow Pages were found to be too unwieldy for the size of 
sample required; within the Institute of Health Services 
Managers it was impossible to identify who were caterers; and 
the Local Authorities posed a lengthy and tedious 
communication problem. The Department of Health and Social 
Security however, recommended the use of the Hospitals and 
Health Services Yearbook which contained 4,814 entries and 
this suggestion was adopted as the source of sampling units 
(Chaplin, 1985) .
4.8.3.5 Education sector
The Yellow Pages, trade associations and the Students' 
Yearbook, were all available sources of information for the 
education sector. The Yellow Pages did not present its 
listings in the format required, and both the College 
Caterers Association and the National Association of 
University Catering Officers were unwilling to release their 
membership lists. The Students' Yearbook, containing 245 
entries was therefore chosen as the source of information 
(Boehm, 1986).
4.9 Pilot survey for the caterers' postal
questionnaire
Despite the urge to despatch the caterers' questionnaire as 
soon as possible, it was considered prudent to conduct a 
pilot test. Questionnaires and assessment forms were sent to 
a select group of caterers to identify errors, omissions and 
redundancies. Seventeen establishments, from various
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sectors, with which the University of Surrey had had previous 
contact were used and from these, 11 replies were received 
after one month. Examination of the completed questionnaires 
and the additional comments led to several changes being made 
before the final questionnaire was printed. An example can 
be seen at Annex 11.
4.10 Aims of the distributors' postal survey
The distributors' postal questionnaire was designed to fulfil 
the following aims.
a. To identify the trends in sales for individual items of 
catering equipment.
b. To obtain the distributors assessment of the performance 
of manufacturers from different countries.
c. To gain an insight into how the catering equipment market 
operates and through a quantitative analysis assess the 
importance of each element.
d. To examine how distributors organize their businesses.
f. To obtain the distributors' views on the state of the 
catering equipment market and its future.
4.11 Scope of the distributors' postal survey
The Catering Equipment Distributors Association, (CEDA), does 
not hold a list of all distributors in operation, only of its 
70 members. As there are estimated to be 500 outlets, as was 
described in paragraph 3.4, engaged in selling catering 
equipment, supplementary sources of information had to be
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found. By scanning the trade press, commercial directories 
and trade show catalogues, a list of 380 distributors was 
compiled. In the absence of a more comprehensive source, 
this listing was therefore, taken to be the survey 
population. In comparison to the catering industry, the 
numbers involved were small so it was decided that the sample 
should encompass the entire survey population.
4.12 Pilot survey for the distributors' postal
questionnaire
A personal visit was made to five distributors and they all 
agreed to participate in a pilot study. Despite several 
reminders only three replies were received, fortunately these 
had been carefully completed and contained many useful 
comments. As a result, several alterations were made to the 
questionnaire and the final format is shown in Annex 12.
4.13 Scheduling of the surveys
Whilst the correct use of a survey method is important, so is 
the planning and timing of each stage. As there was a 
possibility that the business of some of the sampling units 
was seasonal, it was decided that the survey should be 
delayed until after Easter. Furthermore, the presence of two 
public holidays in May and the desirability of avoiding the 
height of the holiday season, lead to the choice of June and 
July for the survey period with 1 August 1987 taken as the 
closing date for both the caterers' and distributors' 
surveys.
4.14 Reply rates
By the 1 August 1987 359 replies had been received for the
caterers' postal survey and 62 for the distributors' postal
survey. Before the reply rates could be calculated the
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deadwood in the form of nil returns and gone aways had to be 
removed from the sampling frame as it was out of scope 
(Hoinville and Jowell, 1982). The resultant reply rates were
13.1 percent for the caterers' survey and 17.5 percent for 
the distributors' survey.
4.15 Sampling errors
Despite the care taken with the construction and operation of 
the surveys it was unavoidable that inaccuracies would occur, 
but these sampling errors can be compensated for and 
calculated. One source of bias is the variability of reply 
rates; the reply rates for the caterers' survey ranged from
6.7 percent for the restaurant sector to 34 percent for the 
education sector. To compensate for the resulting
distortions, weighting factors can be derived from the survey 
population and used during the analysis of the results, 
the exact figures are given in Annex 13. To cover more 
general sampling error, mathematical limits for consideration 
of the results can be calculated. Further detail of the 
process is given in Annex 0.
4.16 Analytical methodology for the postal surveys
The data from both the caterers' and the distributors' postal 
surveys was analysed using the University's Prime computer 
and the SPSSX package. The computer instruction files were 
written to fulfil a set of objectives in respect of each of 
the surveys as outlined below.
4.16.1 Objectives for the caterers' analysis
The main objectives for the analysis of the caterers' postal 
survey were:
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a. To record the frequency of occurrence of the various 
characteristics in respect of individual items of equipment.
b. To determine the number of establishments owning each type 
of equipment.
c. To determine if any noteworthy correlation existed between 
the various characteristics.
e. To breakdown the results by sector.
4.16.2 Objectives for the distributors' analysis
The main objectives for the analysis of the distributors' 
postal survey were:
a. To record the frequency of occurrence for each standard 
description and display the results in a numeric and 
percentage form.
b. To order the replies from the open ended questions so 
their frequency of occurrence could be recorded.
4.17 Analysis of the results of the surveys
The results of the postal surveys are examined in chapters 
six and seven. The next chapter discusses the caterers' 
interview survey and the relevance of the theory of buying 
behaviour.
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5. THE BUYING MECHANISM
5.1 Introduction
The caterers' postal survey, as will be seen in later 
chapters, yielded much valuable quantitative data about 
catering equipment in general use. Unfortunately,
information on the way in which caterers buy their kitchen
equipment and how they see their operations' equipment needs
changing in the future was lacking because of the
restrictions imposed by using a postal survey. To obtain 
this additional detail, a series of interviews was conducted 
with caterers from the five sectors of the industry under 
consideration. This chapter outlines the methodology of the 
interview survey, interprets the results in the context of 
current buying behaviour theory and assesses whether there 
are any implications for the equipment industry. It focuses 
on the buying process while the next chapter reviews purchase 
intentions in the light of emerging trends and market 
projections.
5.2 Aims
The purpose of this part of the study is to identify, in 
qualitative terms only, the mechanism of the buying process 
operating in the catering equipment market and the factors 
influencing the purchasers. The detailed aims were:
a. To identify who is responsible for buying the catering 
equipment within an organisation.
b. To identify the main sources of product information and 
from whom most purchases are made.
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c. To determine what factors motivate and influence a 
purchaser.
d. To examine the buying mechanisms in use.
e. To examine the purchaser's post purchase attitude to his 
equipment.
5.3 Methodology for the caterers' interview survey
The research instrument used to examine the buying mechanism 
was a questionnaire, this formed the basis for a series of 
interviews which were conducted during April and May 1988. 
From question four on the caterers' postal questionnaire, 
which can be seen at Annex 11, a list of 37 respondents 
prepared to participate in further research was obtained. As 
the location of the respondents stretched from Scotland to 
Cornwall, for logistical reasons a decision was made to 
delete all those outside the area of London and the South 
East, and to restrict the number of interviews to 12. To 
ensure that a balanced a picture was obtained, the spread of 
the interviews across the sectors was based on a ratio 
calculated from the caterers' survey population given in 
table 4.2. The resultant allocation of interviews was as 
follows; one to hotels, four to restaurants, five to employee 
feeding, one to health, and one to education. The sample 
chosen for further study predominantly consisted of the 
larger organisations, that is providing over 200 meals per 
day, as it was assumed they would have greater experience of 
equipment purchasing and greater resources of time and money 
at their disposal than the smaller organisations. To give 
further credence to the results, every effort was made to 
ensure that the intended subject of the interview had the 
greatest influence over the buying of catering equipment
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within their organisation. The actual interviews were not 
structured any more than necessary, all that was sought was a 
compatibility amongst interviews so tentative generalizations 
could be made; the questionnaire is shown at Annex 14.
5.4 A review of buying behaviour theory
To establish a framework for the understanding of the buying 
procedures revealed by the interviews, a limited literature 
review was conducted of the theory of organisational buying 
behaviour and the process of selection.
With perhaps the exception of a sole proprietorship, the 
purchase of commercial catering equipment is done on behalf 
of a business or an organisation. The factors motivating the 
buyer and the methods of purchasing cannot simply be viewed 
from the standpoint of consumer buying behaviour practices. 
As Parkinson and Baker note (1986, p.6):
'organisational buying behaviour is the purchase of a 
product or service to satisfy organisational rather than 
individual goals.'
Engel expands on the difference between organisational and 
consumer buying by explaining that the products are more 
complex, the process longer, there is more risk attached to 
bad decisions and there is a range of needs and objectives to 
satisfy (Engel and others, 1986). An additional element is 
introduced when commercial and non-commercial organisations 
are examined, with profit and budget orientation creating its 
own set of motivations and behaviour. To achieve a better 
understanding of the buying mechanism certain questions have 
to be asked: Who makes the purchasing decision? What
motivates the purchaser? What influences the purchasing
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decision? What procedure does the purchaser follow?
5.4.1 Who makes the purchasing decision?
Generally, buying is undertaken by a set of people, often 
referred to as the 'decision making unit' (Webster and Wind, 
1972). It has been stated that there are five dimensions to 
this decision making unit: The vertical involvement by VWl
number of management levels; the lateral involvement by the 
number of departments; the actual number of individuals 
participating; the connectedness of the communication links; 
and the centrality of the whole process (Johnson and Bonoma, 
1981). Of course, the complexity of the buying procedure is 
often proportional to the size, formality and centralisation 
of the organisation and the critical nature of the financial 
commitment.
In addition, there are normally five roles associated with 
the decision making unit, they are as follows: The user or
initiator, the person who recognises the need; the influencer 
or anyone with an input into the process; the decider, the 
person who formally or informally takes the final decision; 
the buyer, who places the order; and the gatekeeper, who 
controls the flow of information (Webster and Wind, 1972). 
Although it might be thought that in the case of the catering 
industry the initiator is normally the chef, the roles of the 
initiator and user can be separated; for example, the 
maintenance engineer may realise that an item of equipment 
needs replacing before the chef is aware of a problem (Engel 
and others, 1986). None of the roles mentioned above have to 
be mutually exclusive, and several roles could be fulfilled 
by one person or conversely one role undertaken by a 
committee. It would be true to say, however, that the 
balance of power each role in the decision making chain
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exerts will depend on the circumstances of that particular 
decision. For instance, if equipment performance is more 
critical than price, then the user is likely to have a 
greater influence; if cost is the overriding factor, a member 
of management is likely to exert greater control. Whatever 
the circumstances, the role that has the greatest influence 
in the decision making unit is referred to as the 'opinion 
leader' (Webster, 1970). Identifying the opinion leader from 
job titles can be problematic, and it was this that made 
targeting the interview survey on the correct person in the 
organisation so important to the outcome of the survey.
5.4.2 What motivates the purchaser?
As Foxall states (1986, p. 16) :
'human behaviour is influenced by a multiplicity of 
interacting forces and that it presents a very 
considerable challenge to anyone who attempts to unravel 
the motivating factors that shape it.'
This study does not attempt to unravel the web of factors 
motivating the catering equipment purchaser, but simply to 
gain an insight into the factors. Partly for the reasons 
outlined in paragraph 5.4.1, two buying decisions within a 
company are unlikely to be the same, and neither will two 
companies follow the same procedure, even under similar 
circumstances (Johnson and Bonoma, 1981). The other reasons 
behind these differences are the behavioural patterns of the 
people involved and the motivating factors shaping their 
behaviour.
One of the basic rules of motivation in a purchasing 
situation is that a buyer will attempt to maximize his gains
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and minimize his losses (Bonoma, 1982). The question arises, 
however, is the purchaser attempting to maximize his own 
gains or those of the company? Under normal circumstances it 
is probably a combination of both, with the purchaser 
striving to satisfy the company's objectives and further his 
own well being, or rather his career (Chisnall, 1975). Even 
in organisations which adhere to tight specifications and 
procedures, the buyer may still be able to manipulate other 
managers and the system in his own interest. Bonoma 
incorporates these personal motivating factors into an 
analysis of the buying process in which he describes how the 
buyer divides the product into a series of benefits: 
Financial benefits, covering price and the reduction in 
operating costs; product benefits, including the product 
features and after sales service; social or political 
benefits, whereby the buyer's standing in the company is 
enhanced; personal benefits, such as gaining respect from 
others (Bonoma, 1982) . Attempting to fully understand the 
personal motivating factors behind the purchasing decisions 
of caterers is beyond the scope of this study; however it is 
a facet of the process that must be borne in mind when 
examining any ambiguities that emerge during the analysis of 
the interviews.
5.4.3 What influences the purchasing decision?
A complicated pattern of influences and relationships are 
integral to any purchasing decision and these can be placed 
into a five broad categories: Environmental factors,
organisational factors, product characteristics, market 
factors and what Chisnall describes as 'non-rational' factors 
(Chisnall, 1975).
97
a. The environmental factors include: the general economy, 
with interest rates being of particular concern; the 
political regime and its affect on a country's long term 
prospects and stability; legal requirements, including 
planning laws and health and safety matters; and finally 
cultural influences.
b. organisational factors cover: the objectives of the
business, its structure, its pattern of communications and 
its financial conditions. As Howe describes, the primary 
function of management is to determine the organisation's 
strategy to facilitate all subsequent operational decision 
making and the long term success of the organisation. In 
large companies the process of disseminating these decisions 
is simplified if the structure of the organisation is formal, 
and is often encapsulated in regularized procedures, for 
instance for buying. The pattern of communications within an 
organisation, however, does not always mirror the formal 
structure but rather the flow of regular contact and it is
this area, in particular, that can be heavily influenced by
personalities. Sometimes the financial conditions of a
business may determine its whole 'attitude' to buying. Often 
in the catering industry, variable costs are greater than 
fixed costs so the incentive is to maximize the sales margin. 
In the more equipment intensive operations variable costs may 
be lower and then the emphasis shifts to maximizing sales
revenue (Howe,1986).
c. Product characteristics are both real and perceived. In 
a product, one feature may be so desirable as to outweigh the 
disadvantages of another; therefore a product should be 
viewed as a collection of attributes which have to be listed 
in the order of essential and desirable features.
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d. Market factors are largely the result of marketing 
campaigns which help form opinions and create fashions.
e. Non-rational influences are perhaps the hardest to 
predict? they are at a personal level and closely related to 
the subject of motivation discussed earlier. These 
influences can be diverse, for example, one particular 
product could be favoured because of the ease of doing 
business with the salesman, while another could be discounted 
because the purchaser knows the user is prejudiced against 
its country of manufacture.
5.4.4 What procedure does the purchaser follow?
Whether the purchaser is a sole proprietor or the buyer from 
a large company, a sequence of identifiable events occurs in 
the buying process which are as follows: Problem
recognition; pre-purchase planning; the purchasing act; and 
post purchase behaviour (Engel and others, 1986), (Foxall, 
1986), (Parkinson and Baker, 1986), (Robinson and others, 
1967) and (Steffanelli, 1981).
a. The development and perception of need is the recognition 
that a problem within the current operation can be solved, or 
a market opportunity exploited, by the purchase of a new 
piece of equipment.
b. The formulation of the pre-purchase planning phase can be 
sub-divided into a further six phases as follows: The 
determination of the 'essentiality of need', which by one 
method can be calculated using a simple formula based on 
costs (Kotschevar and Terrell, 1977); the definition of the 
purchasing objectives? the definition of the requirements, 
informally or formally; the formulation of an assessment
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based on the manufacturers' literature and the opinions of 
third parties; an evaluation of the product attributes, as 
appropriate for the system to be used; an evaluation of the 
suppliers, through vendor rating and assessment of past 
relationships; and the actual purchase decision based on a 
perceived value analysis.
c. Depending on the volume, complexity and cost of a 
purchasing act it can be formal, as with the issuing of 
tenders, or informal. Even when the purchasing act is 
formal, the buyer can adopt what have been described as 'rule 
evading' tactics to enable him to interpret the rules to 
satisfy his own needs (Strauss, 1962).
d. Post purchase behaviour is often regarded as more 
important by organisations than individuals, probably because 
they have more influence with suppliers, and is relevant to 
repeat buying.
Some companies are very thorough and professional in their 
approach to buying catering equipment, screening the 
alternatives against formal criteria. If their objectives 
are sound and their market judgement correct, their decisions 
should enhance the performance of their company at the
iexpense of their competitors. The importance a company 
attaches to such decisions, reflecting the impact on its 
finances and organisation, is shown by the level of 
management involved and the complexity or depth of the buying 
process. The type of purchase, whether it is a straight or 
modified re-buy, or a new task will affect the length and 
thoroughness of the buying process because of the amount of 
new information that may be required.
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5.5 Results of the caterers' interview survey
For reasons of anonymity, the names of the subjects of the 
interview survey are not revealed instead they are referred 
to by letter throughout the analysis of the results. Because 
of the size of the sample used and the limitations of the 
data collected, the results of this survey cannot be regarded 
as conclusive for they do not yield significant chi-square 
test results (Levin, 1983). But taken in context, they do 
reveal an interesting picture of the buying mechanism 
operating in various catering establishments. The interviews 
were recorded in the form of transcripts, an example of which 
is at Annex 15, and the information condensed onto a data 
table, see Annex 16. This dual approach was adopted to 
facilitate the qualitative examination of the data and to see 
if there was any consensus of opinion and experience arising 
from the questions asked. The first review of the results 
was made in the context of some commonly held assumptions, 
which are detailed in quotes at the beginning of each 
paragraph. These assumptions were derived from personal 
experience, opinions voiced in the trade press and the 
results of the caterers' postal survey. Consequently they 
are subjective and open to challenge, a task for which the 
survey was consciously designed to perform. Where question 
numbers are referred to, they relate directly to the 
interview questionnaire which is at Annex 14.
5.5.1 The decision making unit
'Chefs are responsible for the purchase of catering
equipment.'
Question two was designed to examine this concept by 
determining the membership and status of the people in the
101
decision making unit responsible for the purchase of catering 
equipment. The replies were placed into categories, which 
are listed, along with the results, in the data table at 
Annex 16. The conclusions from question two are listed 
below:
a. The initiator was equally likely to be the chef, the 
catering manager or his equivalent off the premises.
b. The influencer was as likely to come from the next 
vertical level of management as he was from another 
department on the same level within the organisation. Less 
frequently consultants from outside the organisation were 
involved.
c. The decider was as likely to come from a higher level of 
management as he was to be the initiator, with a significant 
number of decisions being made by other departments.
d. The buyer was most likely to be the initiator with 
specialists from other departments and, less often, higher 
management being involved.
The survey implied that there was a more complex set of 
relationships within the decision making unit than the 
opening assumption in this paragraph suggests. Chefs do not 
appear to be omnipotent in the equipment buying process, 
there may be involvement by several layers of management as 
well as people from other departments.
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5.5.2 Supply of information and products
'Distributors are the main source of product information 
and handle the majority of purchases.'
Question four was aimed at identifying the most frequently 
used sources of product information while question six sought 
to discover with whom equipment purchases were most 
frequently made.
a. The sources of information used most often by the 
interviewees were the trade press and the trade shows, with 
the distributors and the manufacturers, directly and in the 
form of presentations, supplying most of the rest. Word of 
mouth was the only other noteworthy source of information, 
with commercial databases and consultants used the least. In 
common with other industries, the use of trade journals and 
shows was shown to have an influence on the would be 
purchaser. Unlike other industries, visits by manufacturers' 
salesmen appeared to be unimportant as this source was not 
mentioned during the interviews (Webster, 1970).
b. Equipment purchases were as likely to made directly from 
the manufacturer as they were from the distributor, with 
wholesalers and consultants being used infrequently. 
Consultants were only viewed as an option if a job was very 
large or time was short and there was a common view that 
consultants were very expensive and lacking in experience. 
Mixed opinions were voiced about distributors. At one 
extreme there was suspicion that they were biased towards the 
manufacturers which gave the largest discounts, and at the 
other there was a heavy reliance on their judgement and 
knowledge of 'best sellers'.
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The interviews showed that the main sources of product 
information were the trade press and the trade shows, with 
distributors and manufacturers sharing the number of sales. 
This tendency towards using the trade press and trade shows, 
while contradicting part of the assumption made at the 
beginning of this paragraph, reflects the bias in the sample 
towards large organisations.
5.5.3 Influencing and Motivating factors
'The ranking of the product attributes, considered when 
making a purchase decision, is common to all sectors.'
The interviewees were asked to rank the product attributes, 
listed in question five, as a way of revealing the motivating 
and influencing factors behind their purchasing decision 
making. It was hoped, that the answers to this question 
would indicate which product characteristics were regarded as 
most desirable. As to be expected, opinions differed but 
there was sufficient consensus amongst the figures for a 
general ordering to be achieved. Taking the most influential 
factor first, the product attributes were ranked as follows; 
performance, reliability, price, ease of operation, ease of 
cleaning, delivery time, cost of operation, appearance, level 
of technology, and finally, country of manufacture. The 
interviewees stressed that the order in which they placed the 
factors reflected the current situation; they pointed out 
that they used to purposely buy British equipment but that 
problems with availability and reliability had led to the 
dropping of a 'Buy British' policy. They also predicted that 
with the new profit orientation in the non-commercial 
division costs, with particular reference to energy, would 
become more significant in the future. From a general
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discussion of the buying process some further evidence 
emerged of the factors influencing the purchase decision 
referred to in paragraph 5.4.3: organisational factors were
mentioned, most notably the limitations imposed by cost and 
the effects of the structure and the procedures of the 
organisation. As respondent 'A' stated, 'You buy the best 
you can afford, which is not the same as the best you want.'. 
Then there were those purchasers who had to work within 
strict regulations, they said that if they wished to buy an 
unspecified item the perceived benefits had to vastly 
outweigh the administrative effort needed to acquire them. 
One indication of non-rational factors was the loyalty to a 
particular source of supply because of a rapport and trust 
that had been established with the vendor.
Assessing the intricacies of the human motivators behind the 
purchasing decisions was beyond the scope of the interview 
survey but question 8c sought to discover the main reason for 
the decision to buy. It revealed that 54 percent of
respondents replaced equipment for operational reasons, 29 
percent as better equipment was now available and 17 percent 
because of unexpected failure of the old appliance.
As the opening assumption suggests, there does seem to be 
some consensus on the ranking of product attributes that are 
considered when purchasing catering equipment.
5.5.4 The buying procedure
'Most purchase decisions are made based on accurate 
equipment records and against set standards.'
Ten out of 12 of the interviewees said that they kept
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equipment records, so it would seem probable that performance 
history played an important role in purchase decision making. 
When the data from question three on the questionnaire was 
examined, however, it showed that the records were little 
more then inventories. In 70 percent of cases a record of 
breakdowns was kept; in 40 percent a record of maintenance 
programmes; in 30 percent expected life spans; and in 20 
percent of cases proposed renewal dates were noted. The main 
reason cited for replacing equipment was unacceptably high 
repair bills, a history of which they could obtain from their 
equipment records, although there was still little evidence 
of a formal method of recognizing the need to purchase new 
equipment as mentioned in paragraph 5.4.4.6. There was 
however, one notable exception when a computerized equipment 
record annually issued a list of equipment requiring 
replacement, the calculation was based on a range of factors 
including pre-determined life spans. Despite this instance, 
the general impression gained from the interviews, was that 
while people thought equipment records should be kept, in 
practice they found little use for them. As there was a 
reluctance, by even the large organisations, to give any 
further details on the selection process it can only be 
conjectured that they extend their evaluation techniques, 
used in their successful businesses, to the purchase of 
catering equipment. Although one wonders when a well known 
company, which employed a specialist buyer, had equipment 
records kept by a second department and a third initiating 
the buying process.
Once the need to replace a piece of equipment had been 
recognized, seven of the interviewees used set purchasing 
standards to select the required item. These were either 
purchasing specifications or manuals which listed the items
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that could be bought. The task of drawing up specifications 
was approached in different ways: One company relied on an
consultant; another was only concerned to define capacity and 
cost; and a third extended this to include safety, but was 
hoping to move the emphasis towards performance in an attempt 
to encourage competitive tendering. When company equipment 
manuals existed, they were enforced rigidly so that advantage 
could be taken of the favourable buying agreements. The 
manuals were often the product of one person's experience and 
opinions and consequently left little scope for development 
as the business relationships were rigid and difficult to by­
pass .
The results of the interviews gave more weight to the 
assumption that purchases were made against set standards 
rather than that they were based on accurate equipment 
records, as suggested at the beginning of this paragraph; 
perhaps again reflecting the pre-dominance of the larger 
organisations in the sample.
5.5.5 Post purchase attitude
'Caterers care for their equipment once it has been
purchased and have it serviced regularly.'
The interviewees' post purchase attitude to their equipment 
was assessed by determining their commitment to servicing, as 
revealed by question seven. Eleven of the 12 organisations 
undertook some form of servicing, albeit they did not include 
every item in the servicing policy. The work was invariably 
undertaken by a manufacturer or one of their recommended 
servicing contractors, in only two instances was the work 
done by in house employees. The coverage of servicing was
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variable, with several of the establishments having only one 
or two items serviced regularly to satisfy insurance 
requirements. All respondents agreed however, that 
maintenance extended the life of equipment but bemoaned the 
high costs and the inefficient service they received from 
poorly trained staff. The majority were conscious that in 
the words of respondent 'E', 'every pound spent on servicing 
was one less pound of profit' and so stated that they would 
opt to replace items if there was a chance that it would 
prove more economic than regular servicing. This was 
obviously a topic that received much thought, reflecting the 
importance that was attached to reliability as a product 
attribute. Their assessment of reliability was based on 
their own past experiences and those of their colleagues and 
it may be one of the factors reinforcing the tendency shown 
in question 8b, to buy like for like or a similar item.
It seemed at first that the results from the interviews would 
corroborate the assumption made at the beginning of this 
paragraph, deeper investigation revealed that in the majority 
of cases not all items of equipment were part of the 
servicing programme and some suggested that such programmes 
were no longer cost effective and were likely to be 
terminated.
5.5.6 The pattern in the commercial and non-commercial 
sectors
'The pattern of buying behaviour varies between the 
commercial and the non-commercial divisions, the 
difference being accounted for by the influence of 
profit motivation as opposed to budget orientation.'
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The results from the interviews were split into commercial 
and non-commercial categories and subjected to the chi-square 
test of significance to determine if there was any difference 
in behaviour (Levin,1983). The results were inconclusive, 
due it was felt to the small size of the sample, so this part 
of the study fails to challenge the assumption made above.
5.6 Concluding comments
As might be expected from an industry of individuals, the 
interview survey revealed a variety of opinions on and 
methods of buying catering equipment; from the smallest 
operator being totally dependent on a distributor, to one of 
the largest relying heavily on an outside consultant. 
Evidence emerged that buyers were not always economically 
rational, the impact of their imperfect knowledge of the 
market and its products was more difficult to assess; for 
example, commercial databases were little used as source of 
product information but this may have been because of 
ignorance of their existence rather than the result of a 
conscious decision. Taking all these factors into account, 
in the light of the aims of the survey, conclusions can be 
drawn about the buying behaviour of the operators 
interviewed.
a. Chefs and catering managers were likely to recognise the 
need to buy a piece of catering equipment. They would often 
consult higher management or experts from other departments 
and having gained permission, would undertake the buying 
themselves.
b. Trade shows and the trade press were important sources of 
product information, but there was also an informal network 
in operation with colleagues passing on their experiences.
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Large organisations quite often purchased items directly from 
the manufacturer through established formal relationships.
c. Buyers were influenced by the availability of finances, 
the structure of their organisation, their own experience and 
the availability of information, but the three product 
attributes they seemed to value most were performance, 
reliability and price.
d. Only a few organisations had a formal method for 
evaluating equipment needs which triggered the buying 
mechanism. Once the need had been recognized, larger 
organisations tended to have equipment manuals and 
established buying procedures. With the exception of these 
few cases, the overall impression that was gained was one of 
'haphazard' buying techniques.
e. Servicing was recognized as a way of prolonging the life 
and efficiency of equipment but the high costs involved and 
inadequacies in the work done undermined some users 
commitment to a servicing policy.
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6. THE PATTERN OP EQUIPMENT USAGE AND DEMAND WITHIN
THE CATERING INDUSTRY: RESULTS PROM THE SURVEYS
6.1 Introduction
The analysis of the results from the caterers' postal survey, 
the distributors' postal survey and the caterers' interview 
survey was directed by two objectives arising from the 
general aims for the surveys given in paragraph 4.2:
a. To gain an understanding of the current pattern of 
equipment usage in the catering industry.
b. To use this knowledge to assess the likely shape of the 
future demand for catering equipment.
To satisfy these objectives it was felt that greater clarity 
would be achieved if the analysis was divided into two parts, 
looking at usage and demand separately, and the detailed aims 
for each part are given in the next two paragraphs. The 
results of the caterers' postal survey were weighted, as 
described in paragraph 4.15, to give a more accurate model 
for later analysis. When comparisons were made between 
different sets of data the sampling errors, detailed in
Annex 0, were taken into consideration to avoid any false
analogies.
6.2 Aims of the analysis of the current pattern of 
equipment usage in the catering industry
The examination of the pattern of equipment usage in the 
catering industry was conducted at three different levels:
As an overview of the survey population; by individual 
sector; by item of equipment. Wherever possible, this 
tripartite approach was adopted to reveal the detail of any
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differences and important characteristics that existed. 
Formulated from the aims of the caterers' postal survey at 
paragraph 4.6, the aims of the analysis of the equipment 
usage pattern were as follows:
a. To record the most common pattern of equipment usage 
within the survey population.
b. To determine the main characteristics of the equipment in 
use in terms of manufacturer, country of origin, power 
source, age, reliability and regularity of servicing.
c. To examine any relationships between the various 
equipment characteristics.
Variability from the norm, when the norm is the frequency for 
the industry as a whole, was also examined and it was taken 
to be the difference between the percentage frequency for the 
total survey and for a particular faction within the sample.
6.3 Aims for the assessment of the shape of the future
demand for catering equipment
The second part of the analysis was undertaken to fulfil the 
following aims for the assessment of future demand:
a. To determine the most common items of equipment that 
caterers intended to replace or buy during the next two 
years.
b. To evaluate the stock of equipment within the survey 
population and use this information to extrapolate future 
demand.
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c. To determine who will achieve the greatest share of this 
future demand.
6.4 Background details of the respondents to the
caterers' postal survey
The respondents to the caterers' postal survey can be 
categorized according to two characteristics: Their meal
production figures for an average day and their meal 
production figures during peak periods. Details of these are 
given in Annexes 17 and 18 respectively. The breakdown of 
the number of meals served on an average day in each of the 
respondents' establishments showed that most, that is 58 
percent, stated that their establishments served 200 or less 
meals. When the survey population was determined in 
paragraph 4.7 every effort was made to target the survey on 
establishments using commercial primary cooking equipment, 
which as paragraph 4.8 details was taken to mean that they 
served more than 50 covers a day. Given that the most common 
number of meals served was 50 to 200 per day, it was 
significant that the restaurant and hotel sectors accounted 
for an above average percentage serving less than this, see 
Annex 19. The concern was that the incidence of domestic 
appliances would dilute the overall results; however, the 
list of manufacturers at table 6.2 shows that domestic 
appliances accounted for only 1.8 percent of the equipment 
listed and therefore it could be safe to conclude that 
domestic appliances did not contribute significantly to the 
overall result.
6.5 A common pattern of equipment usage
The computer analysis yielded two sets of results which could 
be used to build up a picture of the pattern of equipment 
usage: The number of establishments possessing each type of
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equipment (Annex 20) ; and the total number of each item 
recorded by the respondents (Annex 21) . They provided the 
answers to three questions which arose from the aim in 
paragraph 6.2a:
a. Which items of equipment were most likely to be present 
in the average kitchen?
b. Which items of kitchen equipment were numerically most 
common?
c. Were there any differences in the common pattern of 
equipment usage between sectors?
6.5.1 Equipment occurrence by establishment
To ascertain which items of equipment were most likely to 
occur in the 'average' kitchen, equipment occurrence per 
establishment was examined. Open burner and solid top ranges 
were the most commonly owned pieces of equipment with 87.3 
percent of establishments owning one or the other; this 
figure was calculated from the ownership figures for each of 
the types of range in the knowledge that 27 percent of 
respondents owned both types. Further details are given in 
Annex 20, and from these it can be seen that there was over a 
50 percent chance that the typical kitchen contained a range, 
fryer, grill, dishwasher, microwave oven and convection oven. 
There was a 30 to 50 percent probability that a general oven, 
pressure steamer, boiling pan, bratt pan and griddle would 
also be present. Analysis of the distributors' sales for 
1986 reinforces this pattern but places griddles and char 
grills higher up the priority list (Annex 22) . - The results 
may point to the increasing popularity of griddles and char 
grills for the caterers' survey looked at the total stock of
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equipment, regardless of purchase date.
6.5.2 The most common items of equipment
Once the equipment occurrence by establishment had been shown 
the total frequency of items was examined? the percentage 
breakdown of the most common items of equipment found in the 
kitchens of the survey population is given in Annex 21. The 
six commonest items were ranges, fryers, grills, boiling 
pans, convection ovens and microwave ovens. This differs 
from the pattern yielded by Annex 20 and examined in 
paragraph 6.5.1. In terms of equipment frequency,
dishwashers were lost from the top six and boiling pans were 
included. This suggests, that not all those items listed as 
part of the typical kitchen in paragraph 6.5.1 occur in the 
same numbers. It seems that a kitchen was more likely to 
have a dishwasher than a boiling pan, but if it did have the 
latter it would have more than one.
6.5.3 Variations of equipment usage within the sectors
Comparing the establishment figures across the sectors 
(Annex 23) , with the pattern of equipment in the typical 
kitchen, there were three that differed from the results at 
paragraph 6.5.1. In the industrial sector ranges were less 
dominant and pressure steamers emerged as a typical item? in 
the health sector microwave ovens did not feature but 
pressure steamers were included; and in the education sector 
ranges were less dominant and the bratt pan became a commonly 
found item of equipment.
Within the statistical parameters set in Annex 0, comparing 
the percentage frequency of occurrence of items of equipment 
for each sector (Annex 24) with the survey norm (Annex 21), 
it was possible to isolate variations in the pattern of
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from the total percentage frequency of 
equipment
Table 6.1 Caterers' postal survey: Sector variation
equipment
sectors
hotel restaurant industrial health education
grill
op burner rg 
boiling pan 
sol top rg +
convection ov 
microwave ov 
general oven 
pressure st 
bratt pan 
griddle
combination ov + 
atmospheric st 
pressureless st - 
char grill +
regeneration ov - 
pizza oven 
rotary oven
+
+
+
+
+
+
+
+
+
op open st steamer
rg range + above average frequency
sol solid - below average frequency
ov oven
118
usage across the sectors. The simplest way to illustrate 
these differences is to record the significant negative or 
positive variation from the average, these are shown in 
table 6.1.
Using the data from both Annex 25 and Annex 2 6 as a double 
checking system, each item of equipment was examined by 
sector in terms of its occurrence by establishment and
frequency. Variations in the popularity of certain 
appliances were quite obvious. There was an above average 
incidence of fryers, grills, dishwashers, microwaves 
(numerically only), griddles and pizza ovens in the
restaurant sector. Combination ovens and char grills were
markedly more popular in the commercial, as opposed to the 
non-commercial division while the opposite was the case for 
bratt pans and steamers. There was a greater preference for 
solid top ranges over open burner ranges in the hotel and 
industrial sectors with this pattern reversed in the
restaurant sector. Regeneration ovens only occurred in the 
industrial and health sectors.
6.6 Equipment characteristics
The caterers' questionnaire, which can be seen at Annex 11, 
posed a series of questions concerning the various 
characteristics of the equipment recorded. The results from 
these are examined individually to demonstrate the nature of 
the stock of equipment within the industry.
6.6.1 Manufacturer
From the initial review of the data on the make of equipment, 
it was soon apparent that there was a large number of 
manufacturers, echoing the points made in paragraph 3.11, 
many of who's equipment had a low frequency of occurrence.
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Table 6.2 lists the ten most commonly recorded makes of 
equipment and reveals that Stott Benhams and Falcon were the 
dominant manufacturers responsible for 37.8 percent of the 
total equipment stock.
Table 6.2 Caterers' postal survey: Main manufacturers
of equipment stock
manufacturer percentage commercial/ most common
total stock non-commerc products
-ial ratio
Stott Benham 19.2
Falcon
Hobart
Zanussi
18.6
7.1
5.7
Moorwood Vulcan 4.7
Bartlett
Garland
Valentine
4.6
4.0
2.2
3:7
4:6
3:7
4:6
3:7
1:9
5:5
8:2
range grill 
boiling pan 
range oven 
grill
dishwasher steamer 
convection oven
range bratt pan 
convection oven
griddle range 
convection oven
steamer convection 
oven fryer 
char grill range 
griddle 
fryer
Merrychef
domestic
2.0
1.8
4:6
7:3
microwave oven 
pizza oven 
general oven 
range microwave
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While all the top manufacturers showed concentration of sales 
in the industrial sector, the pattern was not the same for 
each manufacturer across the sectors, see Annex 27 for 
details. Neither was the ratio between the commercial and 
non-commercial divisions identical for each manufacturer. 
While most displayed a 3:7 or 4:6 ratio there were three 
exceptions in the top ten, notably Bartlett (1:9), Garland 
(5:5) and Valentine (8:2), see table 6.2. This may reflect 
several influences: The range of products offered, the
company's sales policy, or the country of manufacture. Each 
item of equipment showed variation in the proportion of its 
total stock accounted for by each manufacturer which gave an 
indication of the manufacturers' product ranges and the 
success of their respective selling techniques (Annex 28).
6.6.2 Country of origin
Information on the country of origin of the items of 
equipment was derived from the manufacturers name. The 
overall survey results are given in table 6.3.
Table 6.3 Caterers' postal survey: Country of origin of
equipment stock
country percentage of
Germany 1.2
Italy 8.1
Japan 5.1
other European 4.7
United Kingdom 73.0
USA/Canada 8.0
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Manufacturers from the United Kingdom dominated the total 
stock of equipment, accounting for 73 percent. To a lesser 
degree, the analysis of the distributors sales figures for 
1986 reaffirmed the importance of the British manufacturers, 
see Annex 29.
When the sectors were analysed, the hotel and restaurant 
sectors showed the least reliance on equipment from
indigenous manufacturers. In the hotel sector there was a 
higher than average incidence of equipment from other
European countries, America and Canada; and in the restaurant 
sector there was an above average number of items from
Japanese and other European manufacturers. On the other
hand, the health and education sectors depended heavily on 
manufacturers from the United Kingdom, while the health 
sector also had a higher than normal incidence of German 
appliances (Annex 30).
When the figures were broken down by item, wide variations
from the survey norm emerged: Manufacturers from the United
Kingdom dominated the stock of boiling pans, grills, general 
ovens, ranges and steamers, while manufacturers from Italy
supplied an above average number of the bratt pans, griddles, 
char grills and pizza ovens. Manufacturers from Germany 
accounted for an above average number of combination and
regeneration ovens, while manufacturers from America and 
Canada also supplied a high proportion of the char grills and 
pizza ovens and an above average number of the rotary ovens, 
pressure and pressureless steamers. Japanese manufacturers 
dominated the stock of microwave ovens, while manufacturers 
from other European countries were responsible for an above 
average number of the fryers. Other points to note were that 
none of the dishwashers came from America or Canada and that
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manufacturers from the United Kingdom were responsible for a 
lower than average proportion of the fryers, char grills, 
combination ovens, microwave ovens, pizza ovens, regeneration 
ovens and rotary ovens (Annex 31).
6.6.3 Age categories
Table 6.4 gives the totals for the survey population 
regarding the age of the equipment recorded.
Table 6.4 Caterers' postal survey: Age of equipment
stock
age category percentage of total stock
new to 2 years 26.1
>2 to 5 years 27.9
>5 to 10 years 26.8
>10 to 15 years 11.0
>15 to 20 years 6.3
> 2 0  years 2.0
Just over 80 percent of the equipment stock was ten years old 
or less, with 54 percent under six years old. The age 
profiles, that is the frequency of equipment occurrence over 
time, of the equipment stock within the individual sectors 
varied considerably as can be seen in Annex 32. Furthermore, 
a larger than average proportion of the hotel sector's 
equipment was in the five to 15 year bracket while the 
restaurant sector had a higher than normal amount of its 
equipment under the age of two years. Only a small 
proportion of the health sector's stock of equipment was 
under five years old, while the education sector's equipment 
stock had an age profile older than the average. Overall,
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griddles, microwave ovens, pizza ovens, regeneration ovens 
and induction ranges had younger than average age profiles. 
Whilst general ovens, solid top ranges, open burner ranges 
and atmospheric steamers had older than average age profiles 
as was verified by their standard deviations. When the 
figures for the younger age categories were examined bratt 
pans, griddles, char grills, combination ovens, microwave 
ovens, pizza ovens, regeneration ovens and pressureless 
steamers had displayed a significant increase in their 
numbers over the last five years (Annex 33).
6.6.4 Power source
Table 6.5 shows the percentage breakdown of the sources of 
power used by the equipment stock.
Table 6.5 Caterers' postal survey: Power source for
equipment stock
power source percentage of total stock
gas 51.0
electricity 47.0
other 2.0
The power sources identified were gas, electricity and other, 
the latter included direct steam, solid fuel and oil. As can 
be seen gas was the dominant fuel by only four percent which 
could, according to Annex 0, have been the result of sample 
error.
When the figures for the individual sectors were examined, 
the differences were found to be more marked. There was a 
definite preference for gas as a power source in the hotel,
124
health and education sectors (Annex 34).
Certain items of equipment were more reliant on one power 
source as opposed to another. Grills, char grills, 
combination ovens, rotary ovens, general ovens, ranges and 
steamers were more likely to use gas as power source. 
Whereas dishwashers, fryers, griddles, microwave ovens, pizza 
ovens and regeneration ovens were, in the majority of cases, 
powered by electricity. Other sources of fuel were only of 
any significance in fuelling boiling pans, general ovens and 
steamers (Annex 35).
6.6.5 Reliability and servicing of equipment
The industry's norm for reliability and servicing were that 
in 87.4 percent of cases equipment was perceived as being 
reliable and in 63.2 percent of cases it was serviced on a 
regular basis.
At 92.1 percent, the restaurant sector had the highest regard 
for the reliability of its equipment while the hotel sector 
displayed the lowest level of belief in its appliances' 
reliability, although it must be added that the figure was 
still 81.2 percent (Annex 36). When the results for 
individual items of equipment were examined it was found that 
griddles, microwave ovens, pizza ovens and rotary ovens were 
thought of as particularly reliable while boiling pans, 
dishwashers, induction ranges and steamers were regarded as 
reliable in less than the average number of cases. See Annex 
37 for further details.
Servicing was most likely to be carried on equipment in the 
hotel and education sectors and least likely in the 
restaurant and health sectors (Annex 36) . At the level of
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individual items of equipment, dishwashers, atmospheric 
steamers and pressure steamers were the most likely to be 
serviced on a regular basis whereas there was a less than 
average incidence of servicing of griddles, grills, microwave 
ovens, pizza ovens, regeneration ovens, rotary ovens, 
induction ranges and pressureless steamers (Annex 37).
6.7 Identifying relationships between equipment
characteristics
Each item of equipment with its list of characteristics 
formed a set of variables within the computer data file. 
These were totalled using the 'mult response' command and 
cross tabulated to facilitate the examination of the 
relationship between the various equipment characteristics. 
Attention was focused on three sets of relationships that it 
was felt would be of most interest: Country of origin with
age, power source with age and manufacturer with age. To 
clarify the results, the equipments' reliability rating was 
drawn into the analysis where appropriate. The purpose of 
this part of the analysis was to identify any indicators of 
change that could illustrate how the equipment market was 
evolving.
6.7.1 The relationship between country of origin and age
If a particular country's share of the total stock of 
appliances was characterized by a young age profile it could 
indicate either that its products did not last very long or 
that more had been purchased recently. The relationship 
between country of origin and reliability was examined and it 
was concluded that there was no significant variation from 
the norm by any country's products; therefore, it seemed 
reasonable to suppose that variations in age profile were due 
to differences in purchasing patterns rather than failure
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rates.
The proportion of the equipment accounted for by German and 
American/Canadian manufacturers had shown a marked increase 
during the last two years, while Italian manufacturers had 
been establishing their current position during the last ten 
years. As a consequence, since 1985, the share of the 
equipment stock enjoyed by manufacturers from the United 
Kingdom has decreased with the American/Canadian 
manufacturers gaining ground most rapidly (Annex 38).
6.7.2 The relationship between power source and age
Examination of the relationship between the power source and 
reliability did not yield any evidence of a link between the 
two. It was presumed, therefore, likely that any variation 
in a fuels share of the equipment stock was a result of its 
degree of popularity at that particular time. What emerged 
from the cross tabulation of age against power source was a 
remarkably constant pattern of fuel usage over time 
(Annex 39). The balance between the three power sources only 
altered when the equipment was over 20 years old, then gas 
and other fuels increased their percentage shares at the
expense of electricity. This interestingly parallelled the 
results of the analysis of the relationship between age and 
reliability. In the category, 'greater than 20 years of 
age', there was a definite drop in the proportion of items of 
equipment regarded as reliable. It might lead one to suggest
that once the 20 year point is reached electrical appliances
have a higher failure rate. Unfortunately it was not 
possible to prove that the existence of two such
relationships was causal.
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The relationship between manufacturer and age was analysed 
with respect to the percentage breakdown of manufacturer 
within each age category and the equipment stock age profiles 
for the individual manufacturers (Annex 40).
Both Stott Benhams' and Moorwood Vulcan's respective shares 
of the equipment stock had an older than normal age profile. 
On the other hand, Falcon and Merrychef had younger age 
profiles, with Falcon becoming markedly more popular in the 
last five years. The top two foreign manufacturers, Zanussi 
and Garland, showed that they had increased their influence 
in the market in recent years; Garland had made gains in the 
last five years and Zanussi during the last ten years. On 
balance, therefore, there had not been any significant 
change in the proportion of equipment stock accounted for by 
foreign companies, within the top ten companies, during the 
last ten years. With equipment over ten years old indigenous 
manufacturers dominate, although it would appear that some 
British companies had expanded over the last ten years in 
line with their foreign competitors, perhaps to the detriment 
of the smaller companies or because of a general expansion in 
business. As a background to this analysis the relationship 
between reliability and manufacturer was examined closely. 
The only significant result achieved was that of Stott 
Benhams, who had a slightly below average reliability rating.
6.8 Caterers' replacement intentions: The most common
items of equipment
The replacement of the items of equipment currently in use 
within the catering industry will form the basis of the 
demand for the equipment industry's products in the future. 
From the caterers' postal survey, the number of
6.7.3 The relationship between manufacturer and age
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establishments which owned certain items and intended to 
replace them shortly was identified. The six pieces of 
equipment most likely to be replaced were; open burner 
ranges, dishwashers, general ovens, convection ovens, bratt 
pans and boiling pans, although the motivation for these 
replacements was not ascertained. When these replacement 
intentions were analysed against the total stock of 
equipment, the results were quite different. Dishwashers, 
fryers, open burner ranges, grills, convection ovens and 
solid top ranges emerged as the six most frequently mentioned 
pieces of equipment and therefore likely to constitute the 
bulk of the prevailing demand. If this list is compared to 
the one given in paragraph 6.5.2 for the numerically most 
common pieces of equipment within the industry, there are two 
noticeable discrepancies. The demand for dishwashers, it 
would appear, is going to be greater than its present numbers 
would suggest, while on the other hand the demand for boiling 
pans will be lower. Unfortunately, the survey does not give 
any indication of whether these shifts in demand arise out of 
variations from the average life span or simply a change in 
popularity. The details of each item of equipment's 
contribution to future demand resulting from its replacement 
is given in Annex 41.
6.9 Caterers' buying intentions: The most common items
of equipment
The six items of equipment that the respondents to the 
caterers' postal survey stated most often that they would buy 
during the next two years were; dishwashers, fryers, open 
burner ranges, grills, microwave ovens, convection ovens 
(Annex 41). If this list is compared to the list of the most 
common items given in paragraph 6.5.2 dishwashers and boiling 
pans emerge, as they did in the previous paragraph, as the
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two anomalies. The analysis of the caterers' buying 
intentions would therefore seem to confirm the view that 
dishwashers are increasing in popularity while the demand for 
boiling pans is decreasing. A number of the newer items of 
equipment were beginning to arouse interest as shown by a 
statistically significant higher percentage (in line with 
Annex 0) of respondents intending to make new purchases as 
opposed to replacement purchases. The equipment stated as 
new purchases was combination ovens, regeneration ovens and 
induction ranges, suggesting that the demand for these items 
of equipment is about to increase substantially.
6.10 Placing a monetary value on the demand for catering
equipment
Within the part of the catering industry under examination 
the caterers' postal survey quantified the stock of 
equipment, by appliance type, as at mid 1987. It also 
recorded the age of the equipment enabling age profiles to be 
drawn for each appliance type. Taking the generally accepted 
life span for equipment of ten years, it was possible to 
begin to place a monetary value on the current and future 
demand for catering equipment. To enhance these demand 
calculations the concepts of medium and heavy duty were 
introduced, under the assumption that medium duty equipment 
was more common in the hotel and restaurant sectors and heavy 
duty equipment was dominant in the industrial, health and 
education sectors. The necessary prices were obtained by 
taking the three most popular manufacturers for each item and 
averaging their prices for medium and heavy duty models as at 
January 1988. The resultant calculations yielded demand 
figures for 1987 and for the period 1988 to 1992, these are 
shown in Annex 42.
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The market total calculated for 1987 was £242 million and 
then £66 million for each of the following five years. The 
1987 figure appears somewhat ridiculous when published 
sources place the value for the total cooking and dishwashing 
market at £76.5 million and it shows quite clearly the extent 
to which the catering industry retains its equipment beyond 
the ten year point (Euromonitor, 1987) . With this in mind 
the figures for the period 1988 to 1992 were adjusted 
accordingly and a revised valuation of £29 million per year 
was achieved. Assuming an inflation rate of six percent per 
annum, then the total market value over the period would be 
£165 million. It should be noted that these figures do not 
include the purchase of new items which are the inevitable 
result of technological advancement, as none of the surveys 
gave statistically valid data on this aspect of purchasing. 
The caterers' interview survey did, however, suggest a ratio 
to represent this dichotomy of purchasing. There was a 
roughly 60 to 40 percent split between replacement and new 
purchases turning the £29 million figure for 1988 into 
£41 million, and for the whole period up to 1992, into 
£231 million after adjustments for inflation. It must be 
remembered that these figures only refer to the survey 
population, as defined in paragraph 4.8, and not to the whole 
catering industry. Estimates for the value of the total 
equipment market for a similar period, 1986 to 1990, have 
been given as £311 million (Euromonitor, 1987).
6.11 Variations in the pattern of demand for catering
equipment
It has already been shown, in paragraphs 6.8 and 6.9, that 
when the purchasing intentions of respondents were collated 
from their replacement and buying intentions, discrepancies 
in the popularity of the various items of equipment arose.
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As a multiplicity of variables was in operation it was 
impossible for the data to yield definitive answers. It had 
to be accepted that projections could at best only be 
regarded as informed guess work as they resulted from an 
interpretation of the available statistics based on a 
knowledge of the market. For this reason, the questionnaires 
recorded the opinions of the respondents on the emerging 
trends and general condition of the market and it is these 
comments that the remainder of the analysis addresses. 
During the period 1987 to 1992, ninety percent of the 
distributors foresaw rising sales of their bratt pans, 
dishwashers, fryers, griddles, grills, combination ovens, 
convection ovens, microwave ovens and ranges, although there 
was less enthusiasm about boiling pans, atmospheric steamers, 
pressure steamers and general ovens. The identity of the 
popular items and their potential value is of great relevance 
to manufacturers and distributors but the pertinent question 
remains, who will be the main buyers? The caterers' postal 
survey indicated that the hotel and education sector had the 
highest percentage of establishments intending to make 
equipment purchases in the near future.
6.12 Factors affecting the future demand for catering
equipment
From the surveys it became apparent that a range of factors 
would influence the future demand for catering equipment.
In the opinion of 50 percent of the caterers' replying to the 
interview survey, boiling, frying and range cooking would 
decrease in importance in their operations while they became 
more dependent on combination cooking and steaming. If these 
beliefs are widespread then sales of three of the most common 
items of catering equipment could easily come under threat. 
The main factors they foresaw affecting the way in which they
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operated were a growing concern with the nutritional value of 
meals, the need to extend the number of choices and a greater 
reliance on pre-prepared foods. Thus, the move away from 
traditional, fat based cookery could accentuate the 
popularity of fast cookers and encourage the demand for
steamers and other low fat using appliances.
Standards emerged from the distributors' survey as a possible 
influence on demand in the future. Sixty eight percent of 
distributors felt that the Government should legislate that 
all equipment had to undergo pre-sale safety and quality 
tests. Their main concerns were to ensure standards of 
safety, reliability and quality and to prevent the sale of 
dangerous imports while at the same time enhancing the 
reputation of British manufacturers. The dissenters,
however, were worried about the extra costs and the time 
delays and felt these matters should be regulated by the 
industry itself. From the caterers' point of view, 71 
percent of the distributors thought that universal
performance data would be welcomed by caterers to assist them 
in their selection of equipment.
From the caterers' postal survey, it was apparent that there 
was widespread concern about basic design flaws which failed 
to address the cleaning, hygiene, safety and other needs of 
the users, and the disappointing after sales service and the
general poor value for money of modern equipment. How far
these were general complaints which would affect the ultimate 
buying decision was impossible to determine and it is a 
matter which is discussed in greater detail in the next 
chapter.
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6.13 Who will be the major suppliers of catering
equipment to the British market in the future?
While the level and direction of demand for equipment are of 
great interest to the manufacturers they also want to know 
who is most likely to benefit from the new sales and why? 
This question was addressed at the general level of whether 
it would be British or foreign firms that would achieve the 
greatest proportion of these new sales.
By 1992, fifty five percent of the distributors thought that 
British manufacturers would have increased their present
share of the market. Their main reasons for this belief 
were a significant improvement in product quality, marketing, 
delivery times, after sales services and the range of items
on offer. Caterers do not have as much contact with
equipment manufacturers as do distributors, but caterers' 
perception of the various manufacturers can have a 
considerable influence on their buying decisions. The 
results of the caterers' postal survey showed that there was 
not a marked preference for British products on the basis of 
quality? 27 percent of caterers thought that British
equipment was better than its foreign counterpart; 55 percent 
believed that it was of the same quality; and 18 percent that 
it was of poorer quality. Obviously British manufacturers 
can draw little encouragement from these figures, it may be 
that the reputation of the individual manufacturers is of 
more significance than their nationality.
6.13.1 How British manufacturers could improve their 
share of the catering equipment market
It has been shown that despite the indifference of the 
caterers to the issue, distributors are optimistic about the 
indigenous manufacturing industry, but forecasts by the
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importers that their products will shortly dominate the 
British market has led the domestic manufacturers to fear the 
worst. A positive reaction by British manufacturers to 
customer criticism of their products and methods could go a 
long way to retarding the penetration of the market by the 
importers.
The distributors had a basically favourable opinion of 
British made equipment especially in respect of its level of 
technology, reliability, standard of finish and usefulness of 
the instruction booklet. The major criticisms concerned 
delivery times, sensitivity to market changes and the 
availability of spare parts. There was, however, a range of 
opinions about the marketing abilities of British firms 
suggesting that some manufacturers do it well and others not 
so well. Despite this apparent contentment, Annex 29 shows 
that foreign manufacturers were viewed more favourably in 
almost every respect. European equipment was held in high 
regard for its level of technology, standard of finish and 
prompt delivery, criticism of it was directed mainly towards 
the availability of spare parts and the usefulness of 
instruction booklets. American and Canadian equipment was 
commended for its level of technology, reliability and 
standard of finish but Japanese goods had by far the best 
reputation only falling down on their instruction booklets. 
Japanese manufacturers, however, have a limited presence in 
the market dependent on one product only, the microwave oven. 
In general, distributors felt that Japanese and European 
manufacturers were the most sensitive to market changes? 
although, while they felt that the performance of British 
manufacturers has been improving and will continue to do so, 
they still thought that there was a long way to go before 
they overtook their foreign competitors.
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6.14 Implications for the catering equipment industry of
the patterns of equipment usage and demand from the 
surveys
The majority of the establishments involved in the caterers' 
postal survey served less than 200 covers on an average day, 
which it is suggested is typical of the catering industry. 
When the information on their stock of equipment was collated 
it was found that the ranking of the items which occurred 
most frequently in different establishments was not exactly 
the same as the ranking of the numerically most common items. 
The six items that dominated the stock of equipment were 
ranges, fryers, grills, boiling pans, convection ovens and 
microwave ovens although an establishment was more likely to 
have a dishwasher than a boiling pan. This pattern 
represents an average for the survey population as there were 
variations between sectors. When the characteristics of the 
equipment were examined it was found that British products 
dominated the stock of equipment, particularly in the non­
commercial division, with Stott Benhams and Falcon Catering 
Equipment the main manufacturers. Over half the equipment 
was under six years old and bratt pans, griddles, char 
grills, combination ovens, microwave ovens and regeneration 
ovens had increased their share of the stock over recent 
years. Overall, gas remained marginally the most popular 
source of power although certain items of equipment were 
heavily dependent on electricity. In the majority of cases 
caterers thought that their equipment was reliable and had it 
serviced regularly. Dishwashers, boiling pans and steamers 
were regarded as the least reliable, despite their greater 
likelihood of being serviced. When the make and country of 
origin of the equipment was analysed over time, it became 
apparent that the balance between the top British 
manufacturers was altering. In addition, it could be seen
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that, as a whole, British manufacturers' domination of the 
market was being eroded by foreign competitors.
When the replacement of equipment was assessed it seemed as 
if the current six most popular items would retain their 
position. The exception were dishwashers, for which demand 
looked likely to increase and for boiling pans which appeared 
to be declining in popularity. It was estimated that the 
need to replace equipment within the survey population would 
contribute £29 million to the equipment market, at 1988 
prices, over the next five years and new purchases would 
account for a further £12 million. There were signs that the 
market share of the various items of equipment would change 
in the future with the technologically advanced regeneration 
ovens, combination ovens and induction ranges gaining ground. 
Although their impact will not be as significant as the 
predicted growth in demand for dishwashers and steamers. It 
is possible that the dominance of ranges and fryers could be 
challenged by the changing pattern of demand. Another area 
of change within the market is the country of origin of the 
products. Despite the optimism of the distributors it seems 
as if the foreign manufacturers will account for a growing 
proportion of sales in the short term because of the 
perceived benefits of their products. Steps are being taken 
by the British manufacturers in terms of their design, 
production and marketing strategies to redress the balance 
which could arrest the importers progress in the longer term.
Reference
Euromonitor, 1987. Catering equipment in the UK. London: 
Euromonitor Publications.
137
7. FACTORS INFLUENCING THE GROWTH AND DEVELOPMENT
OF THE CATERING EQUIPMENT MARKET
7.1 Introduction
In chapter six the equipment stock of the catering industry 
was examined and used as a basis for an understanding of the 
future demand for equipment. In estimating the factors that 
are responsible for stimulating change within the catering 
equipment industry, it must be remembered that methods of 
operation and the environmental conditions of the market are 
constantly altering and therefore the past trends cannot be 
regarded as the only determinant of the future. Only when 
all events, past and present, are analysed can the future 
direction and tenor of the equipment industry be formulated. 
In chapters two and three, five major elements were 
identified as having involvement in shaping the catering 
equipment market: The consumers, the caterers, the
manufacturers, the distributors and the importers. A 
combination of their opinions, reactions and involvement in 
the process of change are now examined to ascertain the 
likely impact on the equipment market.
7.2 Aims
The aims of this chapter are:
a. To examine the impact of the main catalysts of change for 
each of the five elements within the catering equipment 
industry.
b. To identify the technological developments which are 
attracting the attention of the equipment industry.
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c. To determine the implications for the future of the 
equipment industry.
Information for this part of the study was drawn from 
published sources and from the results of the caterers' and 
distributors' postal surveys and the caterers' interview 
survey. The general points from the investigation are 
brought together at the end of the chapter. Nevertheless the 
main implications of the factors influencing the growth and 
development of the market are highlighted throughout the 
discussion.
7.3 The consumers: Catering for the changing needs of
the public
The first element in the catering equipment market to be 
considered was the consumer. The last decade has witnessed a 
shift in the public's attitude towards food which has given 
rise to a new set of expectations. Whether the catering 
industry has been encouraging this trend or the impetus has 
come from the customer is a matter for debate; the pertinent 
question is, however, what are the subsequent changes and how 
do they affect the catering equipment industry? The concept 
of healthy eating provides a good example of the public 
demanding and responding to changes in the standard and style 
of meal provided by the catering industry. In addition, the 
characteristics of the population as a whole are altering as 
is people's ability and desire to pay for the services of the 
catering industry. These points are considered in turn and 
their implications for the equipment industry are examined.
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As Frank and Wheelcock contend (1988, p. 28):
'there is strong evidence that diet/health concerns are
having a growing impact on food consumption patterns.'
During the last 20 years the consumption of fruit and poultry 
has risen while that of red meat and sugar has dropped. 
Furthermore, it has been identified that there is a tendency 
for fat consumption to fall as a population ages. By 1987 
there were an estimated 4.3 million people in Britain who 
avoided red meat or were true vegetarians including one in 
three children under 16 (Caterer and Hotelkeeper, 1987b). It 
appears that meat is simply becoming another food and that it 
is gradually losing its dietary status.
The attempts by caterers in the non-commercial division to 
improve the healthy image of their meals have received the 
most publicity with reductions of salt, sugar and saturated 
fat levels the main pre-occupations. At least the United 
Kingdom's commercial market has not gone as far as the 
pervading, single minded fanatasism of some American 
customers and caterers even though the transfer of trends can 
take effect within two years nowadays. This more
conservative approach may be because the average Britain eats 
out less often than his American counterpart and therefore 
views a meal more as a treat leaving his health concerns at 
home. Nevertheless the Government is now becoming involved 
with its 'Look after yourself' programme and dietary advise 
is being dispensed by the education and health services 
alike. If interest outlives the gimmicky marketing 
campaigns, the effects may be more profound than steak houses 
diversifying their menus: A health food and vegetarian chain
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7.3.1 The healthy eating trend
could be successful and a mass rejection of fried food would 
certainly alter the current structure of the catering 
industry. The standard kitchen, as suggested by the results 
of the caterers' postal survey, could begin to look very 
different, with the balance between the main items of 
equipment altering. While even the fast food sector is 
reacting to customer pressure by including more white meat 
and fish products on its menus the number of fast food 
outlets continues to multiply. So it is premature to predict 
that the new health awareness will lead to the imminent 
collapse of the market for fryers and associated equipment.
7.3.2 The changing demographic profile of Great Britain
Obtaining an accurate prediction of the demographic profile 
of Great Britain in the 1990s is relatively simple in terms 
of the death rate but less reliable when considering the 
birth rate. All attempts point to the population, on 
average, being older in 1996 than it was in 1986 with 
markedly fewer children and teenagers. The largest
proportion of the predicted 2.4 percent population increase 
will be in the 20 to 45 bracket with a 4.2 percent decline in 
the number of people 19 and under and a modest 5 percent rise 
in the number of people of retirement age (UB Brands, 1987).
People in the middle age bracket are going to be the mass 
market of the future? an appreciation of their current dining 
out habits is essential if future requirements are to be 
predicted. Findings of a Harris Research Centre study in 
1987 showed that customers over the age of 25 had a 
preference for hotel, ethnic and full service restaurants. 
This suggests, therefore, that there will be a growth in 
these sectors but the pattern may not be that simple. 
Younger people favour fast food outlets, public houses and
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wine bars, the question is whether they will reinforce these 
preferences as they move into the older age brackets or will 
they adopt those of their elders (UB Brands, 1987)?
Other characteristics of the demographic composition of the 
country are relevant to the catering industry, in particular, 
the rising activity rate of women in the civilian labour 
force. Between 1981 and 1985, the percentage of men in 
employment fell by one percent while that of women rose by 
one percent (OPCS, 1987). An increase in the number of women 
going out to work will encourage families to eat out more 
often, not just to save time but because their income will be 
greater. In addition, any alteration to the class structure 
of the population will be significant; in 1986 the average 
spend by people in the DE grouping was only 42 percent of 
that by people in the AB grouping (Keynote, 1987).
7.3.3 The propensity of the population to eat out
The relative wealth of the predicted ageing population and 
its willingness to buy services from the catering industry 
are vital considerations. The remuneration levels of the 
population is a significant factor as several studies have 
shown expenditure on catering to be income elastic. For 
example, in 1984 twenty four percent of the households in 
Britain had an income over £275 per week yet they accounted 
for a disproportionate 50.4 percent of the catering 
industry's sales (Goodman and Rama, 1987). As income rises 
so does the consumption of table meals while the purchase of 
fish and chips falls (HCITB and MMD, 1986).
In 1980 the average household spent 17.1 percent of its food 
budget on meals away from home, but by 1985 this figure had 
risen to 17.7 percent (MSI, 1987). This figure compares with
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15 percent in France, 15 percent in Spain and 25 percent in 
West Germany (Goodman and Rama, 1987). The result was a 
£5,775 million spend on food outside the home which is rising 
at a rate twice the level of inflation. A recent study 
showed that despite this increased expenditure there was 
still a reluctance to eat out, with an estimated 60 percent 
of the survey population eating out for pleasure only four 
times or less in a year. In 1982, it was calculated that 20 
percent of the population went out for a meal every week, but 
by 1986 this figure had not altered (Mintel, 1987).
It would appear that the population of Great Britain is not 
yet sufficiently wealthy to generate more than modest levels 
of expenditure growth within the catering industry? however, 
the changing attitudes of the customer along with the 
development plans of the industry and exploitation of new 
opportunities, may add momentum to the process.
7.3.4 Consumers as an influence on the catering equipment 
market
The average customer within the catering industry in 1988 is 
maturing in outlook and is prepared to direct a larger 
proportion of his expenditure towards eating out than was the 
average customer a decade ago. Consequently, it seems likely 
that the demand for the services of the catering industry 
will continue to grow, although it would take a startling 
improvement in the income of the British public for the 
effect to be dramatic as spending on services is 
discretionary. The question of which sector will gain the 
greatest benefit will depend on whether each generation 
perpetuates its initial dining out preferences as it grows 
older, and whether the catering companies prove to be 
responsive to market trends. The challenge facing the
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catering industry is to successfully anticipate and fulfil 
the needs of its customers.
The changes in consumer demand that have been outlined will 
necessitate a flexible approach and lead to a re-examination 
of equipment needs. As health awareness amongst the public 
grows, caterers may be forced to invest more heavily in rapid 
cooking ovens with accurate temperature and time controls to 
ensure freshness and there will be less dependence on 
traditional fat-related cooking methods. Pressure will be 
placed on the manufacturers to develop alternative appliances 
and refine existing designs which will necessitate a 
commitment to research and development and a keen awareness 
of market trends. Inevitably production costs will rise and 
higher prices will have to be charged for the new products, 
but they will offer the opportunity to widen profit margins. 
Aside from the development of new products, any growth in the 
catering industry initiated by the demands of the consumers 
improves the market opportunities for the equipment 
manufacturers and distributors from just their current 
product ranges.
7.4 The caterers: Evolution of the catering industry
Although the catering industry is growing and is likely to 
continue to do so for some years, it is nevertheless going to 
be a fiercely competitive marketplace for the firms involved. 
The growing concern over public spending on support services 
has placed pressure on both the commercial and the non­
commercial divisions. As a result, the general economic 
climate, greater public accountability and shifts in customer 
requirements, have caused the industry to re-examine its 
methods of operation and the relationship between costs and 
sales, factors which are vital to the financial success of
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any business. Traditionally, the catering industry has 
relied on the availability of skilled and semi-skilled labour 
to cope with its erratic cycle of demand, resisting the 
production streamlining techniques of other industries. 
Nowadays, in its drive to maintain and improve profit 
margins, it has adopted new technologies, invested in 
equipment and explored innovations in the managerial and 
organizational fields. On the other hand, to improve sales 
figures it has been involved in market research and extensive 
marketing campaigns. Not all sectors have reacted the same 
way or to the same degree; much has depended on external 
stimuli, their own set of circumstances and their financial 
resources. A range of the catering industry's responses to 
change are examined. Each response has implications for the 
quantity and type of product the equipment industry may be 
required to produce in the future. They are:
-Reducing costs.
-Evening out the demand curve.
-The product approach.
-The systems approach.
-Increasing the volumes of sales.
-Spreading the financial burden.
7.4.1 Reducing costs
It was estimated that in 1986 the catering industry's two
major costs were wages ' , .  followed
by food \:V. (UB Brands, 1987) . Inevitably, both
areas have become the subject of cost analysis and although 
the equipment manufacturer can be of assistance in reducing 
these costs the way in which most caterers buy their raw 
materials may also have implications for the equipment 
industry.
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The high costs attributable to wages are inevitable given the 
labour intensity of the industry, but they would be much 
higher if it was not for the characteristic fact that a large 
proportion of the workforce is low paid, part time and 
unskilled. The abolition of the Wages Council, trade union 
membership at only ten percent and an increase in the number 
of women in employment within the industry have all helped to 
perpetuate this situation (HCITB, 1984). It was perhaps not 
surprising that it was reported in 1986 that catering wages 
were rising less sharply than in industry in general (UB 
Brands, 1987), although a sample survey in 1987 recorded an 
average increase of 9.6 percent (Caterer and Hotelkeeper, 
1987a) which was above the 9.1 percent figure for the United 
Kingdom as a whole (OECD, 1988). With a reported 20,000 
extra staff needed every year and the imminent decrease in 
the number of young people entering the employment market, 
the caterer needs to be concerned about his wages bill (Dairy 
Crest, 1987) . For those jobs that can be automated, a 
one-off payment for labour saving equipment suddenly becomes 
more attractive, so long as the establishment is large enough 
to amortize the costs. Moreover, the introduction of the
equipment-intensive technologies, notably cook chill into the 
non-commercial division and sous vide into the commercial 
division, will help suppress the pressures of labour costs.
Although rising less steeply than wages, food prices rose by
3.6 percent in 1987 and continued to contribute to a sizeable 
proportion of costs (Kotas and Davis, 1987). In essence, 
there are two main ways in which the caterer can lower the 
cost of his food supplies; by reducing wastage or negotiating 
better discounts from suppliers. Wastage and shrinkage can 
be minimized during the cooking process, so long as equipment 
controls and thermo-stats are accurate, by taking advantage
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of the technological advances of holding modes and steam 
injection. Manufacturers are quick to highlight these 
particular advances in their equipments' design in all their 
sales literature and advertisements.
As the negotiation of larger discounts usually depends on the 
value of the business' custom to the supplier, the small size 
of the average catering outlet reduces its ability to achieve 
favourable buying terms especially when competing with the 
supermarket chains for the supplier's attention. In the 
commercial division, 58 percent of outlets are totally 
independent buyers, 36 percent belong to groups and make 
their own buying decisions on all but tied products, while 
only six percent that are subject to some degree of 
headquarters control. Conversely, in the non-commercial 
division, 74 percent of units are under purchasing control 
(UB Brands, 1987). As to be expected, the institutional 
sectors conduct a large percentage of their buying through 
group arrangements, whereas the fast food and public house 
sectors are the most active participants from the commercial 
sectors (Annex 43). Even though the figures given in 
Annex 43 refer to food purchases, they may give an indication 
of how the catering industry conducts the purchase of its 
equipment. If a similar approach to food purchasing is 
adopted, centralized equipment purchasing would be the norm 
in the non-commercial division and the fast food sector and 
only be of any significance in the public house and hotel 
sectors within the commercial division.
7.4.2 Evening out the demand curve
One of the biggest problems in the planning of production in 
the catering industry is anticipating the peaks and troughs 
in demand created by meal times. As the taste and
147
bacteriological quality of food is highly perishable, the 
extra equipment and staff needed to cope with these peaks 
have been accepted as an unavoidable cost burden. The 
development of advanced technological systems have for the 
first time, provided a full answer to the problem. There are 
several variations to the basic method, but the underlying 
principle is the rapid chilling of food, its storage at a 
safe temperature and its speedy regeneration. The most 
widely used term to describe this principle is cook chill. 
Cook chill is particularly applicable to mass catering 
situations, especially if service points are disparate as in 
hospitals and is now used in 90 percent of the hospitals in 
France, 75 percent of the hospitals in West Germany and is 
gaining wider acceptance in this country (Whitehall, 1987). 
Unfortunately, as a result of insufficient planning and 
under-funding, there have been problems with its inauguration 
at some sites. To achieve financial targets, cook chill must 
be regarded and planned as a complete system from the receipt 
of the raw materials to the washing up of the customers' 
plates. The two vital factors in its operation are time and 
temperature and there must not be any lapses in the required 
environmental conditions as certain pathogens can be active 
at temperatures as low as four degrees Celsius. As a result 
of these critical operating conditions it is the only 
catering food process which has received an official code of 
practice in the form of the Department of Health and Social 
Security's guidelines (DHSS, 1980).
Depending on the type of cook chill system in use the kitchen 
equipment can be highly specialized or general in type. The 
cooking process can take place in conventional bratt pans and 
convection ovens although certain delicate sous vide items 
have been accommodated by the development of special cycles
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on the new combined convection and pressureless steaming 
ovens. Perhaps the piece of equipment that has the most 
important role and makes the system identifiable and 
distinctive from other methods is the refrigeration which is 
used at several stages. There are systems which demand more 
specialized equipment such as the Therma-chill and Capkold 
systems which use cryovac vacuum packing, kettles and pumps 
to cook, cool, prepare for storage and re-heat meals. But 
they are all in essence, food processing technology reduced 
down to suit high volume kitchens. The chilling process is 
undertaken in a blast chiller, water tank or cryogenic tunnel 
but regeneration is the aspect of the system that has 
received most attention ftpcm the British equipment
manufacturers. Regeneration can take place in one of a
number of appliances such as a microwave oven, a steamer or a 
convection oven, but there are now a range of ovens
specifically designed for the purpose using infra-red
elements, with mobile units and even trolleys designed with 
individual shelf facilities so hot and cold dishes can remain 
on the same tray.
Regardless of the particular system in use the characteristic 
they have in common is their equipment intensity with respect 
to labour intensity. One of the main considerations behind 
the purchase of a major piece of equipment is the labour 
saving possibilities it offers with the aim towards minimum 
human intervention and maximum accountability. The initial 
investment can be high. The recently installed system at the 
British Petroleum plant in Harlow in Essex is reputed to have 
cost one million pounds? however, staff savings up to 50 
percent can be achieved, which is particularly attractive to 
managers in the public sectors who are beginning to work 
under conditions of strict cost accountability. Cook chill,
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as a system, has successfully used equipment to improve space 
utilization, fuel efficiency, standards of hygiene and 
quality, as well as dramatically reducing the major cost to 
the caterer, the wages bill. Some manufacturers have 
exploited the possibility of selling complete systems while 
others have concentrated on specific items of equipment.
The development of cook chill systems is a good example of 
the growing awareness by catering managers of the need for a 
fully integrated approach to the planning of a catering 
facility and how this engenders a thorough assessment of 
equipment needs and a preparedness to invest in 
technologically advanced appliances.
7.4.3 The product approach
The diversity of the catering industry arises partly because 
of two diametrically opposed business approaches yielding 
successful results. If a meal is considered to be a product 
it can either be standardized or individualized (Cullen and 
Foxcroft, 1987). A standardized product offers the
opportunity of mass production at a low unit cost while an 
individualized product is costly to produce and therefore 
must be perceived as of high value, requiring precise 
positioning in the market. The tendency for a producer to 
adopt one or other of these approaches is often reflected in 
the balance between the capital and the labour intensity of 
an operation. The emergence of new systems like cook chill 
has encouraged the move towards standardization and capital 
investment in equipment. On the other hand, some sectors 
have managed to strike a balance between the two approaches. 
The fast food sector, for example, has successfully combined 
the benefits of both aspects by using a small number of 
standard products with a high potential for individualization
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that can be transferred to the customer quickly and cheaply. 
Even in the case of the individualized product, highly 
efficient equipment can reduce the time and labour 
requirements of call order production without any reduction 
in quality.
7.4.4 The systems approach
For many years the British have enjoyed their own version of 
fast food, good old fish and chips! The emergence of burger 
take-aways was not just the popularization of a food item, it 
represented a totally new approach to business. Adopting a 
capital intensive format and run as a fully integrated system 
with a definite marketing strategy, a carefully controlled 
operating system evolved. Since volume and efficiency are 
the keys to success, so equipment had to be chosen with care. 
The large companies produced exacting technical 
specifications and undertook rigorous testing. To meet their 
needs very specialized items of equipment were developed for 
example, automated fryers, pressure fryers and conveyor 
ovens, and like the concept, many of these were manufactured 
in America for chains which have outlets worldwide. In 
essence, the impact of fast food on the British catering 
market was four fold: it popularized certain menu items;
introduced a new style of service; encouraged a new pattern 
of eating; and demonstrated the financial benefits of a full 
systematic approach to business. The seeds had been sown to 
bring the British catering industry up to date and the 
ruthlessly professional companies from America had 
demonstrated with ease the potential that existed in the 
British market. The new managerial ideas were quickly 
adopted by the larger companies, regardless of their area of 
concern. Furthermore, the style of service was soon to be 
seen in educational establishments and staff restaurants as
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well as on the high street. As can be seen, the impact of 
the systems approach went far beyond the appearance of fast 
food outlets on the high street as fish and chip shops, while 
numerically in decline, still out number fast food outlets by 
a factor of five (Marketpower, 1985).
At first the number of fast food outlets in Britain was too 
small to interest the indigenous manufacturer in the daunting 
task of developing new equipment and challenging the 
established supply relationships the foreign companies 
brought with them. British manufacturers did eventually 
respond as the concepts spread into more traditional sectors 
and it was predicted that the fast food sector would grow in 
real terms by 15 percent into the nineties (Euromonitor, 
1986). Although fryers were re-styled, along with other 
associated items, the large chains still retained their 
reliance on imported equipment.
7.4.5 Increasing the volume of sales
A talented chef, efficient equipment and a pleasant 
restaurant do not automatically result in a successful 
operation, although they undoubtedly help. The fast food 
operators, on the other hand, work on the principle that 
volume is the key to profit. This is only achieved through 
understanding the market and bringing the advantages of their 
services to the attention of the customer, using thorough 
market research and extensive marketing. This philosophy is 
demonstrated by one of the new pizza delivery firms which has 
two criteria that any potential site must satisfy: There
must be 20,000 houses within one and a half miles and an 
established local radio for advertising campaigns. Whilst 
expenditure on advertising in 1985 represented less than one 
percent of total turnover at £19.2 million, even this small
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amount must have made some contribution to the expansion of 
the catering industry sales (Euromonitor, 1986). On a local 
basis independent caterers and some elements within the non­
commercial division are now employing marketing techniques to 
promote their services, exemplified by the campaigns in the 
health and education sectors. Moreover, the industry has 
been upgrading its facilities by making the outlets more 
appealing to customers. The continuation of this positive 
attitude towards sales is pertinent to the continued growth 
of the industry, and at the same time benefit the equipment 
industry by encouraging the demand for their goods directly 
and through re-furbishments.
7.4.6 Spreading the financial burden
To expand a business quickly in a market requires substantial 
capital resources as it is all too easy to become 
over-stretched. One solution is to spread the financial 
burden and this can be achieved by joint ownership agreements 
or through franchising arrangements. Joint ownership is 
where two companies can operate and help expand a branded 
chain which enables them to gain greater influence in the 
market at a lower level of investment. Franchising is when a 
company with a proven concept wishes to develop the market 
without fully committing its own capital resources by 
attracting someone else with enthusiasm and money to run a 
clone of its own establishments. The franchisee is able to 
use a branded name and call upon the resources of the larger 
company for marketing and purchasing purposes with a lower 
initial investment than if he was on his own. Wimpy 
International is one company which has actively pursued this 
method of operation but other companies such as McDonalds 
have adopted a cautious approach. As a concept, its 
development has not grown as fast as anticipated, and is
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widely believed to be the result of the cost of high street 
locations and problems with planning permission. The effect 
on the equipment industry differs little from the effect of 
any expansion by the restaurant chains as it is common for 
company equipment specifications and purchasing arrangements 
to be continued under the franchise.
7.4.7 The non-responders
Not all businesses in the catering industry are striving to
become more professional in their approach to selling their 
services and allocating their resources, many are continuing 
to operate as they have always have done. Small dismal cafes 
can still be found relying heavily on long established 
owner/customer relationships and creating sufficient income 
to satisfy an unambitious proprietor because he enjoys the 
life style. Similarly, many ethnic restaurants also defy 
economic assumptions as they work under a different labour 
remuneration system from the more traditional restaurants. 
If catering establishments survive into the future without 
employing modern business techniques, they are likely to be 
small and of little interest to the equipment manufacturer.
7.5 The manufacturers: Their response to change
The equipment manufacturers rely for their livelihood solely 
on the propensity of the other elements within the market to 
buy their products. With increasing competition from abroad 
their corporate strategies have to remain sensitive to the 
factors influencing the buying behaviour of these other 
elements. The evidence of their response to the changes 
occurring during the last decade and the peripheral factors 
which could have a negative effect on their future 
performance are now examined in detail.
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7.5.1 Selling and marketing policies
Selling focuses on the needs of the seller who is concerned 
to convert his product into cash while marketing focuses on 
the needs of the customer and seeks to satisfy these needs 
with the product. In Levitt's view an industry is a customer 
satisfying-process, not a goods-producing process (Levitt, 
1975). Of course selling is fundamental to the existence of 
any commercial concern and there is a danger when competition 
is fierce that it can become a pre-occupation. For long term 
success, however, the process cannot be one way; the 
manufacturer must be aware of market developments and the 
needs of the customer. Once a marketing approach is adopted 
it tends to pervade every aspect of the business from 
production to a buyer orientated pricing policy. It is 
interesting to note that those British firms which are 
marketing lead have weathered the influx of foreign equipment 
better than some others.
There have been three noteworthy corollaries resulting from 
a shift in the selling and marketing policies of British
manufacturers over recent years: The adoption of distributor
sales policies, the reduction in the breadth of product
ranges, and an increase in the professionalism and financing 
of marketing campaigns. The adoption of distributor sales 
policies came about because manufacturers were finding the 
cost of maintaining a large sales force burdensome. At the 
same time manufacturers sought to achieve the economies of 
scale afforded by mass production by concentrating their 
efforts on a limited range of items. This latter policy was 
against a growing desire by the customers to buy complete
kitchen systems but this failing and the lack of a sales
force could be rectified by utilizing the facilities of a 
distributor, or in some cases by forming allegiances with
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other manufacturers. With less involvement in selling, 
manufacturers now became more interested in marketing their 
products. The increase in the number and variety of trade 
shows has afforded the manufacturer the opportunity to have 
direct contact with the customer and to see at first hand the 
competitors' products. The approach towards these
exhibitions has become increasingly professional with well 
presented stands and manned by personnel who are fully 
conversant with their products. Further sophistication is 
evident in the audio-visual presentations given to coincide 
with product launches and the advertisements placed in the 
trade press, some of which are surrealistic in form, although 
it could be argued that such advertisements are lost on the 
average caterer.
Deviations are beginning to emerge from the marketing and 
selling policies that have been described with firms starting 
to widen their product ranges as with Lincat's launch of a 
dishwasher in 1988. Meanwhile, others are questionning their 
dependence on the distributor industry which they feel is 
undermining their marketing efforts. In which ever direction 
marketing policies progress over the next few years, 
continuation of market orientation by British manufacturers 
will be material to their continued viability.
7.5.2 Production policies
Although marketing identifies what the customer wants and 
indicates new potential growth areas it is left to production 
to develop the solutions and to make the most of current
technology. To do this it needs to have at its disposal the
latest in machine technology, and it is only recently that 
equipment manufacturers have committed themselves to
investment in plant and machinery. The major companies now
156
have computer assisted production, and new buildings are 
designed on flow line principles with integral quality 
checking, like the latest Oliver Toms' factory at Perivale. 
Although some amortization is required, the cost problems 
associated with lead times and small production runs can be 
alleviated by the use of the latest machinery as Sissons has 
found with its rubber pad moulds in its pressing shop. 
Nevertheless the greatest benefits are accrued from mass 
production techniques which emphasises once again the 
restrictions imposed on the British manufacturers by the size 
of the domestic market. It is reported that Pitco Frialator 
of America produces 2,000 fryers per month which would give 
them an annual production, according to estimates, of 40 
percent more than the annual demand in the United Kingdom 
(Electricity Council, 1985). British firms can, however, 
only hope to emulate these figures and benefit from similar 
economies of scale if they can extend their market overseas.
7.5.3 Factors negative to manufacturers' growth
Despite the conclusions drawn in chapter two that demand from 
the catering industry for equipment is likely to show 
continued growth there are characteristics of the equipment 
market in Britain that could have a negative effect on the 
sales of the indigenous manufacturers. These factors 
include: The size of the manufacturers, the policies of the
public sector, the move towards turnkey arrangements, and a 
growing interest in second hand equipment. The size of 
manufacturers has been dealt with in the previous chapter, 
while the policies of the public sector concerns the 
relaxation of the buy British policy and the introduction of 
competitive tendering. Competitive tendering could become 
very important: If Crown Suppliers are privatized, the
British manufacturers' safe markets will be under threat and
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their influence may decrease. In the commercial division, 
turnkey arrangements offer the same opportunities for a pre­
determined large scale demand but they also entail large 
discounts which cut into profit margins. Of least concern is 
the growing interest in second hand equipment which although 
undermining new sales is likely to have minimal impact. The 
privatization of the Crown Suppliers and changes in the size 
of British manufacturers are the main developments that could 
occur in the future and which could have a major impact on 
the operation of the market.
7.6 The distributors: Changes taking place in the
industry, evidence from the postal survey
Chapter three indicated that the distributor industry had 
grown in influence within the market over recent years and 
was beginning to undergo changes. The distributors' postal 
survey sought to examine the structure and organisation of 
the industry and at the same time to collect data about the 
market to corroborate the information published by other 
sources.
7.6.1 Changes in structure
The image of the distributor industry portrayed in chapter 
three was one of a fragmented industry made up of small, 
family run retail outlets. Yet the existence of
organisations like Scobie McIntosh with its four branches, a 
staff of 170, a stock value of nearly one million pounds and 
a wide range of services questions the traditional view. The 
postal survey took two indicators of size to ascertain the 
current position, and the number of full time staff and sales 
turnover. It was found that the average number of staff per 
unit was 19, with only 16 percent having more than 50 staff 
and 18 percent having five or less. If these figures are
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compared with those for the commercial division of the 
catering industry, where the average number of staff per 
outlet is 7.5, the distributor industry does not appear to be 
particularly smallscale (Euromonitor, 1987). When the 
question of turnover was considered two monetary values were 
taken to form the dividing lines between small, medium and 
large firms and they were half million pounds and one million 
pounds. The respondents to the survey divided equally 
amongst the three categories leading to the conclusion that 
while there were a considerable number of small firms within 
the distributor industry they were out numbered by 2:1 by the 
medium and large companies. Despite their size, 60 percent 
of the outlets were single unit businesses with only 14.5 
percent having three or more outlets. This would suggest 
that there is considerable scope for further consolidation 
within the industry as it remains relatively fragmented. 
Growth appears to have been on an individual basis rather 
than through mergers. Also, there did not seem to be 
widespread specialization with only eight percent of 
respondents concentrating on one facet of the catering 
industry which included equipment for pizza and fast food 
outlets.
7.6.2 Business organisation
Part of the postal survey was designed to see how far the 
majority of distributors had progressed down the path to 
modernization. Of course the survey could only gather 
information about the current position as there was no 
possibility of comparisons over time as similar data had not 
been published. It gave a useful insight, however, into how 
distributors currently organized their businesses in terms of 
the services offered, participation in consortium and level 
of computerisation.
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Many of the advertisements placed by distributors in the 
trade press highlight the range of services that they offer. 
As detailed in Annex 44, the survey revealed that 
commissioning, kitchen planning and the provision of 
maintenance contracts were standard services being offered in 
80 percent of cases. Test kitchens were available through 
27 percent of outlets but facilities such as training, 
leasing and turnkey arrangements have yet to make a major 
impact, albeit that they may be currently supplied by 
businesses within the industry other than distributors.
One reason for the continuing fragmentation of the industry 
could be the existence of consortium affording the advantages 
of economies of scale without the loss of automony. In fact 
the survey did not reveal a widespread commitment to the 
principle of consortium, with only 16 percent of respondents 
involved. Of those who did belong to a consortium,
67 percent participated in order to achieve purchasing 
discounts, and 17 percent to attract national accounts.
In common with many businesses these days, 67 percent of the 
respondents stated that they used computers to conduct their 
every day affairs. The main uses to which they were put, by 
58 percent of the respondents, were stock control and 
invoicing/ledger work. Only 12 percent of outlets used them 
in design work and even fewer for market analysis and product 
information. In general, the level of sophistication of the 
usage was low the precise details are given in Annex 45.
7.6.3 Pattern of sales
The results of the distributors' survey indicate that the six 
most popular cooking appliances sold are fryers, ranges, 
microwave ovens, griddles, grills and convection ovens. With
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the exception of the griddle which replaces the boiling pan, 
these figures compare well with the six most common items in 
the average kitchen as recorded by the caterers' survey and 
listed in paragraph 6.4.2. On the whole, distributors do not 
appear to confine their efforts to one sector of the catering 
industry. Over 90 percent of the respondents supplied the 
hotel, restaurant and industrial sectors with 82 percent 
selling to the public service sector (Annex 46) . This is 
despite the picture given in table 3.3 that the industrial 
and public service sectors are low users of distributors. 
Looking at the average percentage breakdown of sales, 
restaurants, including chain, independent and brewery 
operators dominate distributors sales with the rest of the 
business distributed evenly between the hotel, industrial and 
public house sectors, except for 20 percent to other 
concerns. When these figures are compared with the breakdown 
of total equipment sales within the market given in 
table 3.5, certain differences emerge with the public service 
sector over-taking the restaurant sector. The lower 
proportion of distributors' sales directed towards the public 
sector could explain why boiling pans do not achieve the 
share of sales that their contribution to the total stock of 
equipment within the catering industry would suggest. Unless 
distributors can capture more of the business from the non­
commercial division the expansion in their share of the 
market will probably remain static around the 70 percent 
level.
7.7 The importers: Their growing involvement in the
British market
The volume of imports into Britain was discussed in paragraph
3.6 and was estimated to account for 33 percent of the sales 
in 1986. The caterers' survey, as detailed in paragraph
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6.6.1, showed that the Italian manufacturers began to make an 
impact on the market approximately ten years ago while the 
Germans, Americans and Canadians showed a marked increase in 
business from about 1985. The significance of Zanussi's and 
Garland's presence, as described in paragraph 6.6.3, confirms 
this pattern. The results of the distributors' survey 
further highlights the degree of the importers involvement in 
the market structure: 92 percent of the respondents stated
that they handled foreign products, and 27 percent held one 
or more sole distributorships for foreign manufacturers. 
Taking the statistics gathered on the level of distributors 
sales, an average spread between the countries of origin 
could be determined. The breakdown was 20 percent from 
European firms, 15 percent from American and Canadian firms 
and 10 percent from Japanese firms. If these figures were 
compared to the distributors assessment of the contribution 
of imported equipment to their total sales then it appears 
that 45 to 50 percent of sales handled by distributors were 
of foreign equipment in 1986.
7.8 The influence of technological developments on
the future demand for catering equipment
As Taylor complained (1983, p.17):
'The hotel and catering industry is one of the largest
in the world, and its technology is far from adequate.'
In the sixties and the early seventies there was very little 
research on catering equipment, with efforts concentrated 
more on developmental work. According to Briston and 
Liversidge, there are two main types of research, demand pull 
and technology push. The first entails the identification of 
a need by the marketing department which then passes a
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proposal onto production as it focuses on a problem. The 
second is the screening of current research for commercial 
potential, but in this case it focuses on an opportunity 
(Briston and Liversidge, 1979) . Demand pull has been more 
typical of the British manufacturers' approach recently, but 
there have been signs recently that new ideas are being 
explored. It might seem obvious, but as Bengtsson points 
out, before equipment development can take place, there has 
to be a thorough understanding of heat transfer to and 
through food and its affect in terms of protein denaturation, 
water release, meat tenderisation etc. (Bengtsson, 1986). 
It is only recently that an adequate scientific base has 
materialized through the work of organisations like the 
United States Army Research and Development Command and the 
Swedish Food Institute. Several new pieces of equipment have 
already resulted from their's and others' research and some 
ideas have been adapted from the food processing industry 
where a continuous and standardized production is required. 
The latest areas of concern are now examined to see what 
developments in equipment design are likely to be a feature 
of the market in the future and which ones are already 
proving to be commercially successful.
7.8.1 Heat transfer
The main function of catering equipment is to render food 
products more edible through the application of heat so it is 
not surprising that this area has attracted considerable 
attention. The main areas of current interest are examined 
in turn.
7.8.1.1 Induction heating
The basic idea of induction heating is that when an 
alternating electric current is passed through a spiral coil
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of copper an intense magnetic field is created. If a ferrous 
pan is placed in this field then its molecules are activated 
because of Foucault's inducted currents and its contents are 
rapidly heated. As a result there are several advantages to 
the system: It only uses electricity when the pan is placed
on the range; it only heats the area of the bottom of the pan 
not the surface of the range; it presents a smooth surface 
for cleaning; it does not pass excess heat into the working 
environment; it can be touched without a fear of burning 
while it is in operation. Stangard, the leading British 
exponent of the principle, claim that an induction range uses 
on average 49 percent less electricity than a traditional 
range, a figure that can rise to 64 percent when being used 
for an a la carte menu. It also claims that cooking times 
are reduced by 15 to 20 percent because there is no heating 
up time. The concept was first investigated by Westinghouse 
in America and then taken up by Labesse in France who's 
expertise was transferred to Stangard when they encountered 
financial difficulties. Other firms have now become involved 
but by 1987 there were still only 400 to 500 units in 
operation in Britain compared to a survey total for other 
types of ranges of around 60,000 (Hardcastle, 1987). There 
are two main barriers to their widespread adoption, they are 
the initial cost and the need to replace the cooking vessels 
if they are not ferrous based.
7.8.1.2 Halogen heating
A combination of tungsten wire and halogen gas are used to 
create halogen heat lamps which have been available in 
domestic stoves for quite a while. They use infra red light 
to heat the pans which are placed on a ceramic hob. The 
lamps are self generating so maintenance costs are low and 
they afford the same energy saving properties to a range as
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does induction, with the additional advantage that any type 
of pan can be used. The hob can, however, give off heat when 
the pans are not in place and pan sensors and temperature 
sensitive paint are being investigated as safety devices. 
Stott Benhams are the leaders in Britain with their 
involvement originating from the time when they were owned by 
Thorn EMI which had relevant expertise in the domestic 
market. Halogen ranges are cheaper than their induction 
rivals to buy although they are still more expensive to run 
than gas ranges. There is interest in the concept in Europe 
with a firm in France recently launching a similar product.
7.8.1.3 Heat pipes and foils
Heat pipes operate by transferring their input energy to a 
gas or liquid which, when vapourised, condenses on the 
underside of the cooking plate liberating its latent heat. A 
heat foil is a flat electric resistance element, with the 
metal pattern between two layers of insulating material, that 
it is attached directly beneath the cooking plate. Their 
usual application is in a griddle as their particular 
properties overcome many of the defects of the current models 
recovering rapidly from loading and eliminating hot spots. 
As the power is spread evenly across the griddle plate the 
chef does not have to be in constant attendance moving the 
items of food around. Another application which has been 
investigated is in the fryer where the absence of hot spots 
helped lengthen the life of the oil. Two problems have, 
however, delayed their widespread acceptance: The heat pipe
griddles consumed large amounts of energy to reach working 
temperature and proved to be overall very expensive, and the 
heat foils proved difficult to fix permanently to the griddle 
plate and were prone to wear and tear. Once these problems 
are overcome it is likely that the heat foil will force the
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heat pipe into obscelescence.
7.8.1.4 Other methods of heat transfer
There are five other main areas of development they are 
sequential burners, contact cookers, flash steamers, infra 
red burners and air impingement ovens.
-A sequential gas burner turns the flame on and off 
automatically in response to a pre-programmed sequence or 
Bergerand thermo-stat which cuts out the burner when it 
reaches the required temperature and relights it when the 
temperature drops. The benefits are energy conservation and 
even cooking temperatures.
-According to the Maillard Reaction, protein foods when 
subjected to very high temperatures can form mutagens. One 
way to avoid this danger, without a reduction in cooking 
efficiency, is to use a contact grill which allows the 
temperature to be dropped as it cooks the food on both sides 
at once. Heat foil technology could be particularly 
appropriate in this instance.
-Flash steamers use super heated steam to heat products very 
quickly avoiding the problems of dehydration and loss of 
stability associated with microwave ovens.
-Infra red elements have been used in several appliances 
already such as regeneration ovens and grills. Although they 
speed up the cooking process quite considerably, they are 
slow to respond to temperature controls and infra-red rays do 
not penetrate deeply into the food. Despite these drawbacks 
they are one of the most widely accepted of the new adaptions 
of technology. -Air impingement is a development of the
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convection concept with the food passing under high velocity 
focused jets of air. They operate by sweeping away the cold 
air boundary that surrounds a product when it is placed in an 
oven thus reducing the cooking time, allowing a lower 
temperature to be used and ensuring a better uniformity of 
surface. Their main application so far has been in conveyor 
ovens for large scale operations.
7.8.2 Electronic controls
In any cooking process the two critical variables are 
temperature and time and their precise control has an 
important bearing on the efficiency of the process and the 
quality of the end product. Electronic controls are more 
accurate than electro-mechanical controls and are very 
versatile, they can be used to trigger temperature alarms, 
find faults, initiate non-use cut offs, lift fryer baskets 
and set cooking cycles as well as controlling time, 
temperature and humidity. Some can cope with multiple 
products, different start times and achieve elasticity of 
time by compensating for factors like the opening of the oven 
door. Their use is particularly appropriate in cook chill 
and sous vide systems where precision of control is vital. 
Although there were problems with their initial application 
as the greasy, hot and humid environment of the kitchen 
proved to be very hostile, these difficulties have now been 
overcome and electronic controls are an integral component of 
the more sophisticated cooking appliances.
7.8.3 Combination cookers
Combination cookers are not a new technology, more of an 
adaption of existing technologies. They combine the function 
of one or more appliances in the same unit, with the 
processes being used independently or in conjunction with
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one another. The operational inodes can include convection, 
steam, microwave, and infra red heating, hence they afford 
the operator the advantages of each method of cooking but 
without the disadvantages. At the same time they save on 
floor space and cost less than the individual items would in 
total.
7.8.4 Acceptance of the new technologies by the caterer
Horton's comments on the importance of the new equipment to 
the catering industry must be heartening for the 
manufacturers (1986, p. 321).
'Capital expenditure on technically advance equipment 
can be a major factor in assisting caterers to achieve 
their overall objectives of providing quality food with 
good service within sound financial parameters.'
Pine warns that expenditure on new equipment can be obviated 
by a lack of investment in training and supervision of the 
staff (Pine, 1987). But interest is being aroused in all 
sectors of the industry because of the possibilities of 
improvements in quality and consistency while saving on 
labour costs. When asked to predict the caterers' reaction 
to the new technologies, the majority of the distributors, 
who replied to their survey, thought that their response 
would be positive. They cited the main reasons were to cut 
costs, a desire to improve their standards of service and 
hygiene considerations. Those distributors who thought that 
the caterers would react warily felt this was because of a 
lack of capital, their inherent conservatism and ignorance of 
the options; perhaps the answer lies in how far the equipment 
solves their main operational difficulties. In reply to the 
caterers' interview questionnaire, the majority of
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respondents were interested in the following design 
improvements: self cleaning linings? integral steam
cleaning? better insulation including heat transfer and 
energy recovery? mobility? combination facilities? standards 
of finish? and durability. Although their attitude to change 
was far from negative, the main barrier was cost.
7.9 The forces shaping the catering equipment market of
the future
There is a complex cause and effect relationship between the 
various elements of the catering equipment market which is 
helping to shape the market of the future. This chapter has 
examined these effects in detail and the salient points of 
the argument are now drawn together.
The consumers' attitude towards their food is changing with a 
greater awareness of its dietary benefit which is influencing 
the preparation of meals within the catering industry. With 
the majority of the population still regarding a meal out as 
a treat, the affect on the average commercial kitchen has not 
been to dramatically alter the range of equipment. If the 
healthy eating campaign spreads throughout the population and 
there is a widespread rejection of fat based cooking, then 
ranges and fryers could be toppled from their pre-eminent 
position in favour of steamers and ovens. The consumers, as 
a group, are also changing with the demographic profile of 
Britain? the average age is increasing and more women are 
becoming involved in the workforce. Although it is argued 
that these factors will encourage the growth of the catering 
industry, any growth is unlikely to have much impact unless 
there is a substantial rise in the real wealth of individuals 
and the resistance to eating out is broken down.
The last few years has seen the catering market displaying
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real growth through greater demand by consumers and the 
efforts of the industry to market and expand its services. 
The fierce competition for this extra business has provided 
the main impetus for change within the industry and has 
caused it to make thorough review of its methods of 
operation. A systematic approach to planning has given 
equipment in general a more important role within an 
operation, and as the full extent of costs are taken into 
consideration, has led to a greater professionalism in the 
purchase of appliances. Equipment is now being used to 
reduce wastage from the peaks of demand, to improve quality, 
and save on the expensive and increasingly scarce resource of 
labour. Moreover, even when production still takes place to 
order, equipment is now being regarded as an improvement to 
efficiency. Overall, the changes taking place in the 
catering industry are positive towards the demand for the 
products of the equipment industry.
Although the manufacturers have reacted to the changes taking 
place in the catering industry they have at the same time had 
to take into account other factors within their business 
environment. Rising costs have caused many manufacturers to 
move away from direct selling and to restrict their product 
ranges. To satisfy the customers demand for a full range of 
equipment, some have formed into groups or have used the 
services of distributors. Greater competition has made them 
approach marketing more aggressively and review their methods 
of production, while the speed of technological change has 
necessitated a flexible production department that can 
achieve economies of scale encouraging investment in plant 
and machinery. On the whole, there now seems to be a greater 
awareness of the need to keep abreast of market developments 
and to assess the needs of the end user more objectively.
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The distributors' postal survey indicated that the average 
distributor is a medium sized, single unit business with a 
turnover of over half a million and a staff of 19. It can 
provide kitchen planning facilities and offer maintenance 
contracts and uses a computer in its daily administration
with the main source of its sales being the restaurant
sector. In order to satisfy an increasingly sophisticated 
equipment purchaser from the catering industry it is likely 
that the distributor will offer a greater range of services 
which may give rise to more mergers and take-overs in what is 
still a very fragmented industry. Although distributors have 
been extending their influence in the market over recent 
years, a closer liaison with the public sector will need to 
be made if this trend is to continue. Their relationship 
with the importers appears to be symbiotic with 45 to 50
percent of the distributors sales being accounted for by 
foreign equipment, compared with a total market penetration 
by importers of 33 percent. The buoyancy of the conditions 
and the lack of trading restrictions has attracted the
foreign firms to the British market and they tend to operate 
either through the auspices of sole distributorships or by 
forming subsidiary companies in Britain. Their presence in 
the market is likely to heavily influence its future 
development and competition between individual foreign firms 
and the domestic manufacturers, for the growth in business 
will probably be highly contentious.
During the eighties, research into cooking processes and 
catering equipment has led to some significant advances over 
traditional methods. Much of the work concentrated on the 
investigation of heat transfer, with new techniques explored 
and improvements to existing designs made. Of course the 
commercial success of the ideas depends on a number of
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factors; performance, reliability, price and marketing 
campaigns, all of which must convince the caterer of their 
economic viability. The new induction and halogen ranges, 
gas ranges with sequential burners and heat foil griddles, 
all offer the possibility of significant market penetration. 
On the other hand, flash steamers, contact grills and air 
impingement ovens are as yet unlikely to attract mass sales. 
One new concept that is poised to make a considerable impact 
is the combination cooker with its fast cooking capabilities 
and versatility; such equipment will require precision 
controls and the application of electronics will increasingly 
be used in this role.
The catering and the equipment industries are rapidly 
changing with both of them becoming more professional in 
their business approach. One result has been the elevation 
of the status of catering equipment in the operational 
equation. This has created conditions favourable to the 
acceptance of technologically advanced products thereby 
enhancing food quality and affording savings on space, energy 
and labour in the kitchen.
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8. COMPARATIVE STUDY OP THE NORTH AMERICAN FOODSERVICE
AND FOODSERVICE EQUIPMENT MARKETS
8.1 Methodology
It is often said that what happens in the United States of 
America (USA) today, will take place in Great Britain 
tomorrow. It was therefore thought necessary to give this 
study an additional perspective by conducting a parallel 
investigation of the North American equipment market. This 
chapter mirrors the approach used to investigate the British 
market, with all observations being made in the context of 
the North American market and contrasts to the British 
position being highlighted when relevant
8.2 Definitions
American terminology is used throughout this investigation, 
to avoid confusion certain words need to be defined.
-Caterers in the North American context are concerned with 
function catering, on and off premises, and with contract 
catering.
-A dealer is equivalent to a distributor in Britain.
-A dollar refers to the USA dollar.
-The term foodservice is equivalent to the definition of 
catering given in paragraph 2.1.
-North America was taken to include Canada and the United 
States of America; any statistics quoted for these countries 
separately are so indicated.
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8.3 Aims
The aims of this section of the study were:
a. To quantify the current position of the foodservice and 
foodservice equipment markets in terms of their 
structure, size and turnover.
b. To assess the external and internal factors affecting the 
foodservice and equipment industries and examine the 
prevailing trends.
c. To examine the influence of changes in technology and 
demand on equipment design and to isolate any emerging 
technologies and assess their likelihood of success in 
the market place.
d. To assess the role of standards in the foodservice 
equipment industry.
e. To assess the prevailing attitude towards the current 
import/export equation.
8.4 The sources of information
Several sources of information were used, some obtained 
in this country and others in North America. They included 
published literature? manufacturers, dealers and operators 
sales literature; professional associations? and structured 
interviews with members of the academic world, the 
manufacturing industry, the dealership industry and 
consultants.
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8.5 The interviews
The purpose of the interviews was to gain an insight into the 
customer response to changes taking place within the North 
American market, and to see if there was any indication of 
particular areas of common concern or interest. Ten 
interviews were conducted during a tour of the states of 
Quebec and Ontario in Canada and of New York and New England 
in the USA. Two of these were with major manufacturers, one 
with a dealer, one with a consultant, one with an academic 
and the remaining five with foodservice operators. The same 
approach to the construction of the interview questionnaires, 
as outlined in paragraph 4.5, was adopted with separate 
questionnaires being designed for the interviews with the 
manufacturers, dealer and foodservice operators: an example
of one of these can be seen at Annex 47. No attempt was made 
to obtain a statistically valid sample because of the 
constraints of time and finances against the background of a 
vast market and country. But wherever possible, replies were 
quantified and used as examples or to highlight points 
derived from the literature review.
8.6 Size of the foodservice market
In contrast to Britain, there is a proliferation of 
statistics on the foodservice market, mainly from commercial 
organizations. The format of these statistics varies 
according to their source and methodology. An example of 
figures for the size and value of the foodservice market is 
shown in table 8.1. As can be seen from table 8.1, in 1986, 
foodservice sales in the USA were $203 billion, which 
contrasts with the smaller Canadian market which had sales of
12.9 billion Canadian dollars (Ministry of Supply and 
Services, 1988).
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Table 8.1 The United States of America foodservice 
market
total sales
$ billion
sales top 
400 cos. 
billion $
market share 
top 400 cos.
1965 31 10 32
1970 47 18 38
1975 78 33 42
1980 129 62 48
1985 192 94 49
1986 203 102 50
source: Stratton, 1987a
With a population of 244 million, the USA offers the 
foodservice industry a vast market as compared with a 
potential market in the United Kingdom of 56.6 million (OECD, 
1988) . In 1987, foodservice sales in the USA were $195 
billion which was an increase of 2.5 percent on the previous 
year's figures and represented nearly 5 percent of the Gross 
National Product (GNP); Canada's foodservice sales increased 
by 9.4 percent during the same period, taking them to 14.2 
billion Canadian dollars (Ministry of Supply and Services, 
1988). According to estimates, the USA growth rate will be
1.9 percent in 1988, resulting in sales of $206 billion 
(Bartlett, 1988) . It will mean that there has been real 
growth in the foodservice market for the eighth year in 
succession, resulting in a compound annual rate of 7.6 
percent. There is, however, not complete agreement with 
these figures; the National Restaurants Association believes 
that sales in 1988 will be $213.5 billion, an increase of 2.9
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percent over 1987, although these figures were calculated 
prior to the stock market crash of 19 October 1987. Whatever 
the source, all the predictions indicate a continuing upward 
trend, but at a slower pace than in the 1960's and 1970's due 
mainly to the industry showing signs of maturation. In 1980, 
36 percent of the food dollar was spent with the foodservice 
industry which, by 1985, had risen to 40.8 percent, with the 
average person eating out 3.7 times per week. The rise in 
sales is being matched by an increase in the numbers of 
employees, 8 million people were employed by the foodservice 
industry in 1987 and this figure is likely to increase to
10.5 million by the year 2000. This means that the 
foodservice industry will be responsible for creating more 
jobs than any other industry before the end of this century 
(NRA, 1988b).
8.7 Structure of the foodservice market
As in the United Kingdom, the foodservice market can be 
divided initially into the commercial division and the non­
commercial division with the commercial division accounting 
for 61 percent of sales and the non-commercial division for 
39 percent. Then, as shown in table 8.2, which is based on 
projected sales for 1988, the commercial division can be 
divided further into full service restaurants, fast food 
restaurants, lodging restaurants, convenience stores, retail 
outlets and recreational facilities. The non-commercial 
division can be divided further into employee feeding, 
schools, hospitals, colleges and universities, the military, 
nursing homes and transport facilities.
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Table 8.2
sector
Structure of the foodservice market in the 
United States of America
market real number units
share growth units
full service 
restaurants 
fast food 
restaurants 
lodging - 
restaurants 
convenience 
stores 
retail 
outlets 
recreation 
facilities 
employee 
feeding 
school 
provision 
hospital 
facilities 
colleges 
universities 
military
establishments 2.3 
nursing
homes 2.0
transport
facilities 1.4
32.7 2.4 187,700
30.1
3.9
2.3
1.3
1 . 2
7.1
6.8
4.8
3 . 2
0.5
7.0
0.9
1.1
1.8
1.3
0.3
0.4
0.3
2.1
1.5
23,200
28,800
25,000
25,000
6,890
3,350
23,100
350
30.1
2.0 145,000 23.2
3.7
63,800 10.2
4.6
4 . 0
4.0
89,300 14.3
1.1
0.5
3,320 0.5
3.7
0 . 1
source: Bartlett, 1988
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8.7.1 Full service and fast food restaurants
The ownership of both full service restaurants and fast food 
establishments is split between restaurant chains and 
independent operators. Despite the presence of the chains, 
the industry is still characterized by small scale operations 
with 70 percent of units having sales less than $500,000 and 
half being sole proprietorships or partnerships (NRA, 1987a); 
in Canada, independent businesses accounted for 80 percent of 
total sales in 1987 (Ministry of Supply and Services, 1988). 
The relative market share between the chains and the 
independents has been altering over recent years with 
restaurant chains expanding at the expense of the independent 
operators. The reasons cited for this trend have been the 
scientific approach to research, marketing, site selection, 
purchasing and operating systems by the chain operators. As 
chains emerge as the dominating presence in the market, any 
future expansion will bring them into direct conflict with 
each other and which may as a result slow down growth. A 
further restriction on growth may be that since the recent 
instability in the financial markets companies are adopting 
conservative policies and working within their cashflows. 
The full service sector, it is predicted, will experience 
above average growth of 2.4 percent during 1988 (Ryan and 
Kass, 1988) . The fast food sector which had a market share 
of 20 percent in 1980 had increased its share to 30 percent 
by 1986? but since then, growth has remained static due 
partly, it is thought, to its prime customer group of under 
twenty four year olds declining in number (Stratton, 1988).
8.7.2 Lodging facilities
Over recent years there has been a decline in the number of 
new hotels being built and the growth rate in the demand for 
rooms is slowing. While it is predicted that this sector
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will only experience 0.5 percent real growth in its food 
sales during 1988, it is likely that food and beverage sales 
will become increasingly important as a revenue source.
8.7.3 Convenience stores
Delicatessen counters and convenience stores are proving to 
be very popular; they match the current life style of the 
majority of the population and are contributing to the
overall growth of the industry.
8.7.4 Retail sector
Retail or in store outlets are expected to increase their 
sales by 0.9 percent in line with the increase in consumer 
expenditure (Bertagnoli, 1988).
8.7.5 Recreation sector
The recreation sector is composed of a variety of
establishments but not all will grow at the predicted rate of
1.1 percent. While attendances at sports stadiums falls, 
theme parks are proving ever more popular. The Walt Disney
Company for example, has increased its share of this part of
the market to 10 percent (Curran, 1988).
8.7.6 Employee feeding
As a result of the largest rise in employment this decade and 
the increase in exports and expansion of the information 
industries, there will be growth in employee feeding but 
below the average rate.
8.7.7 School sector
Although the school population will increase by 0.6 percent, 
the number in pre-school establishments is set to rise 
dramatically (Conroy, 1987b). With a lessening of Government
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assistance, it is likely that schools will try and compete 
directly with the fast food industry for sales and extend 
their service to cover breakfast and evening meals 
(Stephenson, 1988a).
8.7.8 Hospital sector
There is expected to be a lower occupancy rates in hospitals 
but greater sales reflecting the ratio of patient to non­
patient meals. With the non-patient meals already accounting 
for 70 percent of the total, it is likely that hospital 
caterers will concentrate their efforts on increasing sales 
to people other than patients in hospitals (Stephenson, 
1988b).
8.7.9 Colleges and universities
With the student population on the decline, by 0.2 percent in 
1988 (Conroy, 1987b) , the future may see the population
stabilizing as more mature students are enrolled. Positive 
steps are, however, being taken to attract a higher
percentage of the campus food-dollar.
8.7.10 Military sector
With the military population increasing by 0.8 percent in
1988 (Conroy, 1987b), more emphasis will be placed on
attracting families to facilities.
8.7.11 Nursing homes
By 1990 there will be two million people in nursing homes 
(Backas, 1988).
8.7.12 Transport sector
Although airline travel is expected to increase, this will 
not be matched by an increase in food sales as more snacks
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will be offered. On the other hand ocean cruises are 
becoming more popular.
8.8 Factors affecting the foodservice market
The foodservice industry in the USA is affected by a series 
of political, economic and demographic factors.
8.8.1 Political factors
The Federal Government is due to introduce several pieces of 
legislation that will have an impact on the foodservice 
market. Sales could drop because of the change in the tax 
regulations which has stopped the practice of business 
entertainment being fully deductible against tax. 
Legislation could also affect the labour market as immigrant 
workers, once the bill has been passed, will have to prove 
their legal status to obtain a work permit. In addition, the 
Kennedy Hawkins Bill is seeking to set a minimum wage level 
and, furthermore, new laws are proposed on tipping.
8.8.2 Economic factors
The real economy of the USA remained strong throughout 1987 
with the GNP, after an adjustment for inflation, rising at
2.9 percent, the same rate as it did for 1986. Employment 
rose steadily as the unemployment rate dropped from 7 percent 
in 1986 to 6.2 percent in 1987, and expansion within the 
economy became more balanced as exports took over from 
domestic demand as a source of growth (OECD, 1988). This has 
all helped to stabilize inflation which has dropped from 13.5 
percent in 1980 to 1.9 percent in 1986 (Restaurants and 
Institutions, 1987b). These healthy conditions are predicted 
to continue throughout 1988 resulting in a further growth of 
3 percent in GNP (Kennedy, 1988). The negative aspects of 
the economic conditions are that the growth in real
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disposable incomes fell from 4 percent in 1986 to 1.2 percent 
in 1987, but encouragingly the proportion spent on services, 
which includes meals out, showed the greatest increase in 
1987 at 3.5 percent. Another negative factor for the general 
economy was the decline in the value of the dollar, falling 
by 21 percent in 1987 against the British pound. The decline 
in the dollar attracted in foreign tourists and encouraged 
Americans to take their holidays at home, both factors which 
were beneficial to the foodservice industry. When all 
considerations are taken into account, the USA remains the 
largest single market in the world, with the second highest 
standard of living after Switzerland in terms of private 
consumption per capita (OECD, 1988). Even if domestic demand 
grows too quickly, helping to fuel inflation, or weakens to 
the point of triggering a recession, the foodservice industry 
is likely to be protected to a large extent as eating out has 
become an integral part of the American life style and sales 
records of previous periods of recession have shown that 
there is a distinct reluctance to change this habit.
8.8.3 Demographic factors
Changes in the age structure, racial composition, affluence 
and working patterns of the American people all have 
implications for the future of the foodservice industry. The 
largest element in the adult population is the age group 
between 25 and 34 years old and they represent the present 
driving force behind the increase in take away and home 
delivery sales as they strive for convenience to help them 
balance the needs of their families against those of their 
careers. They currently only account for 20 percent of the 
discretionary income, so as they grow older and their share 
of the nations's wealth rises their preferences will make a 
large contribution to the style of foodservice offered in the
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future (Conroy, 1987a). The demands of a growing band of 
affluent pensioners, and the increase in the number of 
children under 13 from 45 to 48 million between 1986 and 
1990, will also be an important factor influencing the 
industry's future (Conroy, 1987b).
Not only is the age structure of the American population 
changing but so is its racial composition. By 2020, fifteen 
percent of the population will be of Hispanic and 6 percent 
of Asian origin which should encourage the development of 
ethnic restaurants. In addition, the numbers within these 
minority groups is growing at a faster rate than the 
population as a whole which is encouraging, as they currently 
supply 20 percent of the foodservice's industry labour force 
(NRA, 1987a) . By contrast, the one age group within the 
population that is due to shrink is young adults which is the 
other main source of labour for the industry.
It was noted in paragraph 8.8.2 that the discretionary income 
of the average American continued to grow which is a positive 
sign for the foodservice industry; however, certain 
demographic changes are accentuating the trend. One example 
is the rise in the number of married women with children in 
employment; in 1987 the figure was 66 percent (Conroy, 
1987a). The level of convenience that the foodservice 
industry can offer will tend to encourage its use by families 
with two incomes and limited spare time. On the other hand, 
the number of single households, which spent $15.9 per week 
on eating out compared to $10.5 for two person households, is 
now static (Bureau of Labor Statistics, 1987).
Overall, it seems that trends in the demographic profile of 
the USA are positive towards the continued growth of the
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foodservice industry if the drop in young adult workers can 
be overcome.
8.9 Consumer trends in the foodservice market
Of more immediate impact on the menus of foodservice 
operations have been the emerging consumer trends of grazing, 
home consumption, health concerns and exotic flavours with a 
pre-occupation with convenience, quality, value and variety.
8.9.1 Grazing
The term grazing refers to snacks that are provided through a 
quick service system. Customers want speed of service and a 
reasonable price as they are not looking for a meal 
experience but a substitute for home preparation. According 
to a Louis Harris Poll, weekly leisure time decreased by 
eight hours between 1973 and 1984 and with more married women 
in the workforce time to spend on food preparation has 
subsequently fallen (Restaurants & Institutions, 1987b). 
Demand, therefore, has increased for fast or take away food, 
with any type of establishment which keeps pre-sale cooking 
to a minimum falling into this category. The strength of 
demand for this type of meal is shown by the fact that in 
1986 more than 40 percent of restaurant occasions were for 
take away or delivery meals, with this figure rising to 60 
percent in fast food establishments (NRA, 1987a). Also, one 
of the most common menu items from these types of 
establishments, the pizza, was ordered for one in five 
dinners in 1985 which represented a 37 percent increase on 
the 1982 figures (Restaurants & Institutions, 1987b).
8.9.2 Home consumption
The home consumption of meals has partly arisen out of the 
trend towards grazing, but also because of the popularity of
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home entertainment systems ie. cable television and video 
machines. On the negative side, stricter drinking laws, 
particularly in Canada, has discouraged people from driving 
to restaurants. The foodservice industry has responded 
positively to these trends by developing home delivery 
systems and refining take away facilities to combat any 
diminution of sales. Also, companies from the retail 
industry have entered the marketplace by developing 
convenience stores and delicatessen counters in supermarkets; 
advertisements for ready meals have recently appeared 
frequently on the television. Another growth area has been 
parties cooked and served by catering companies in peoples 
homes or business premises. The overall affect of this 
changes has not been a fall in the eating out market but its 
expansion to take advantage of the customers' new needs.
8.9.3 Health concerns
According to the National Restaurant Association 
(NRA, 1987a) , four out of ten customers have changed their 
eating habits because of a greater awareness of the 
nutritional value of ingredients and the methods of 
preparation. In particular, there has been a move away from 
the use of red meat in favour of poultry and fish and a 
definite increase in the number of vegetarians in the 
population. Also, people are demanding that less fat is used 
in cooking methods, so steaming, broiling and stir frying are 
gaining in popularity. The influence of this interest in 
health concerns has been felt across most of the sectors of 
the foodservice industry. Fast food outlets have introduced 
chicken and fish onto their menus? salad bars have 
proliferated? Japanese establishments which place an emphasis 
on the freshest of ingredients and minimal cooking have grown 
in popularity. There are definite signs that the customer is
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becoming more discerning and demanding; society has focused 
its attention on food
8.9.4 Exotic flavours
Leading on from the American people's growing interest in 
food hot and spicy dishes are beginning to make an impact on 
the foodservice market. Cajun cooking which was developed by 
the fine dining sector is increasingly finding its way onto 
the menus of fast food outlets. This interest in spicy food 
is aiding the growth of the Mexican sector and other fringe 
elements such as Thai and South Western cooking, although in 
the near future they seem unlikely to undermine Italian 
cuisine as the favourite ethnic food.
8.10 The future for the foodservice industry in North
America
The foodservice industry appears to be entering a stage of 
maturation, the years of phenomenal growth are past. Little 
room for complacency exists; any owner failing to maximize 
the efficiency of his operation or, through marketing 
ingenuity, to realize fully the potential of his market, will 
become marginal and be forced out of business. It is likely 
that the restaurant market will continue to be dominated by 
the chain operators because they are adept at integrating 
computers, diverse foods and innovative cooking equipment 
into their operations which gives them that slight advantage 
in a keenly competitive environment. In Los Angelos, the 
world's largest restaurant chain, McDonalds, has an outlet 
every mile; such apparent over expansion will inevitably mean 
fewer new premises being built, and reflects the steep rise 
in building costs. In April 1987, 9.4 percent of fast food
operators had plans for new operations during the following 
six months compared with 21.9 percent in the previous year
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(Restaurants & Institutions, 1987a). To ensure that firms 
are not left with more seats than customers, they will 
conduct a fierce marketing war on the high street via 
television advertising. The only quick way to expand will be 
through buying out one's competitors and this type of 
consolidation within the industry is likely to continue. If 
the dollar continues to weaken in the foreign exchange 
markets, foreign buy outs could well become a feature of the 
consolidation process. Conversely, there are investment 
opportunities abroad for North American restaurant companies, 
especially in the Pacific Basin, which would offer companies 
contained in their domestic market a way to expand.
The balance of establishment by type is difficult to predict 
for the foodservice industry because demand is characterised 
by fads. In the mid eighties, Cajun cooking was the up and 
coming cuisine. Now the emphasis has turned to the style of 
the establishment and with fantasy in restaurant design and 
themed parties. There is a constant search for new ideas and 
the market is strongly influenced by fashion, the trade press 
and the inventiveness of marketing managers; sustained 
success of course, will only be achieved by paying attention 
to long term trends rather than short lived fads. These 
attempts by foodservice outlets to re-position themselves 
into different markets so as to achieve larger profit margins 
will result in a blurring between segments. Already, 
universities are opening quick service bars and fast food 
outlets are including foreign dishes on their menus while 
ethnic restaurants are making inroads into the fast food 
market. One trend that will cut across all barriers is the 
interest in food and its nutritional worth. Nutritioneering 
with computers systemizing menu planning and providing 
information for the customer will feature in many different
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types of restaurants. Despite the trend or gimmick, the 
American customer will continue to demand convenience, 
quality, variety and value from the foodservice industry.
8.11 Structure of the foodservice equipment market
A characteristic of the North American foodservice equipment 
market, which contrasts it with the British situation, is 
that manufacturing firms have little involvement in the 
selling of their products. The three main elements in the 
market, the manufacturers, the dealers and the design 
consultants maintain their independence.
8.11.1 The manufacturers
The equipment manufacturers have sales forces that are 
directed towards the dealers, with the exception of the 
military and a few chains who have formed buying groups, they 
do not deal with the end user. While the manufacturer has no 
control over the dealers' selling techniques, they try to 
influence them through seminars, literature, point of sales 
items and videos for sales calls. The dealers, however, 
guard their independence and often the manufacturers have to 
work hard to maintain their interest. Considerable
consolidation has occurred, at every level, within the 
manufacturing industry over the last few years. Two examples 
of this consolidation are the Hobart Manufacturing Company 
which in the early eighties acquired Koch Refrigeration, the 
Stereo Dishwasher Company and Vulcan Range which had in turn 
recently bought Ideal Refrigeration and Wolf Gas Ranges; and 
Hussman which recently bought Toastmaster, Seco and the South 
East and Bastian Blessing Company (Michaelides, 1986). 
Despite this trend, many small firms still remain? they 
survive by undercutting the prices of the main manufacturers
192
which often means they cannot provide a comprehensive after 
sales service resulting in a loss of repeat sales as 
operators are very intolerant of delays in repair services. 
Aside from the very small firms, the main companies compete 
at different levels. There are the companies with a broad 
base of products which has usually been achieved through 
acquisitions and the formation of groups; the specialized 
companies concentrating on a limited range of products; and 
the companies that are regionally based and do not attempt to 
achieve national sales. The largest equipment exhibition in 
North America is the National Restaurant Association (NRA) 
Show, which, with 1800 exhibitors in 1987 was double the size 
of its British equivalent, Hotelympia 88. A review of the 
NRA show's catalogue gives a good example of the degree of 
competition that exists in the market: In 1987, of the 1800
exhibitors, 33 manufactured fryers, 13 ranges, 16 steamers, 
40 griddles and 39 grills and broilers (NRA, 1987b).
8.11.2 The dealers
There are numerous dealers operating in the market, even a 
city like Toronto, with a population of 3 million (Foreign 
and Commonwealth Office, 1988), has 100 retail outlets (The 
Financial Post, 1987). The result is fiercely competitive 
conditions and as firms struggle to attract business the mark 
ups range from 15 percent to as low as two percent. In the 
eyes of the manufacturers, such low margins leave very little 
scope to tackle any after sales problems. As a consequence, 
low profit margins have eroded many aspects of the business 
and are reflected in a reluctance to invest in computers and 
a failure to train mechanics. To bring in extra revenue many 
dealers carry more profitable lines such as china and 
cutlery, or become involved in fabrication within less 
competitive markets which means higher charges can be made.
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Many of the firms, notably in Canada, are privately or family 
run, rather than being parts of large conglomerates 
nevertheless, they still manage to do considerable volumes of 
business; Cassidy's is the largest firm with 20 branches 
nationwide and for 1987 had a turnover in its foodservice 
sector of between 50 and 60 million Canadian dollars 
(Cassidy's Ltd., 1987). In the United States of America 
there has been a polarization of the market with many of the 
medium sized firms being absorbed by the conglomerates, 
particularly the Grocery Houses. This trend was also 
apparent in Canada as General Foods had been involved in 
buying a dealership but their long term commitment to the 
market seems doubtful as they sold it again shortly 
afterwards. The Grocery Houses have been most active in the 
United States as they see margins on equipment being greater 
than on food items and are a way of enabling them to gain 
extra business through their sales network of currently 
established contacts. An example is Rykoff of California 
which bought the Morris Gordon Company in Boston, the Golden 
Company Hartford in Connecticut, Feingolds in Sacramento and 
Brodie Doman, a national firm (Singer, 1986). While these 
conglomerates acquire traditional dealer firms and operate 
them as speciality businesses within their own organization, 
they have tended to concentrate on the more straight forward 
sales; selling to restaurant chains rather than individual 
restaurants means high volume and consistent business which 
gains maximum advantage from their automated warehousing, 
fleets of trucks and operating style. This development 
mirrors a change in the foodservice market where restaurant 
chains have grown and consolidated. The chains in turn buy 
from a central office and expect delivery over a wide 
geographical area from stock at very low prices. The 
reaction of some of the smaller firms to this intrusion into
194
their market has been to form buying groups to gain the 
advantages of the conglomerates without the disadvantages of 
being distant fjco-m the customers (Singer, 1986) . Most 
traditional dealers, however, have been unable to respond to 
this need and so have been forced to concentrate on 
independent operators or the smaller chains. For dealers to 
maintain their position they will need to improve their after 
sales service to overcome price competition, cut their 
running costs by for instance computerising, but above all 
emphasize the personal contact aspect of their business.
8.11.3 The consultants
In Canada the consultants are responsible for many of the 
main kitchen designs and in doing so usually adopt 
sophisticated computer based methods. Until recently they 
have been regionally orientated but are now beginning to 
compete for work nationally with little encroachment by 
American firms. In general, it appears that consultants have 
a more important role in the North American market than their 
counterparts in the British market.
8.12 Size of the foodservice equipment market
Determining the exact number of firms active in the North 
American equipment market is difficult because of the issue 
of fabrication versus manufacture. In Canada, 207 supposed 
manufacturers of foodservice equipment were identified (The 
Financial Post, 1987). But the market is dominated by 
several large conglomerates including Welbilt (Garland and 
Frymaster); Alco (a set of 16 companies); Hobart (including 
Vulcan Hart); Blodgett Group (including Pitco and Frialator); 
Hussman-IC Industries (including Southbend, Toastmaster/CTX 
and Seco); Market Forge; and the Groen division of the Dover 
Group. The inclusion of fabrication work and the sale of
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peripheral items also distorts assessment of the value of the 
market.
Table 8.3 Value of the United States of America 
equipment market
year cooking and warming 
equipment sales 
$ million
total equipment 
sales 
$ million
1975 295 1235
1980 450 2005
1984 685 2910
1985 781 3276
source: IFMA, 1985
The figures in table 8.3 show that between 1984 and 1985, the 
real growth in the sale of cooking and warming appliances was
9.8 percent, while the total market growth for the same 
period was 8.1 percent (IFMA, 1985), with the growth rate 
predicted to slow in the next few years (Wolson, 1986) . 
According to one leading manufacturer, the market for prime 
cooking equipment was worth $809 million in 1987, which 
included $50 million worth of sales in Canada. He also 
foresaw the growth of investment remaining below one percent 
in real terms, with the exception of the steam market. The 
National Association for Foodservice Equipment Manufacturers 
(NAFEM), which covers every type of equipment connected with 
foodservice, recorded members' sales of $3.6 billion for 1985 
giving a national total of $4.4 billion (NAFEM, 1986). The 
most active purchasers of cooking and warming equipment were 
from the industrial sector followed by the hotel, restaurant
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(full service and fast food), health and education sectors 
(IFMA, 1985) . Despite the slowing down in demand growth, a 
positive buying trend was predicted with replacement
purchases being the most common. Purchasing intentions for 
1986 indicated that microwave ovens, fryers and steamers 
would be the items most frequently purchased, with the 
employee feeding and fast food sectors the most active buyers 
(Wolson, 1986).
8.13 Foodservice equipment in use by type
The 1985 Equipment Census of American operators, conducted by 
the magazine Restaurants & Institutions, gives a good
indication of the equipment usage pattern (Wolson, 1985). If 
the picture which emerges is compared with this research, a 
general comparison can be made against the British situation 
(see annex 20). Kitchens in the USA are more likely to have 
griddles, convection ovens, pizza ovens, boiling pans and 
steamers, whereas a British kitchen is more likely to have a 
fryer, grill, microwave oven, range and bratt pan.
8.14 Foodservice equipment purchasing
From the limited scope of the interviews and from information 
gathered from the trade press, a general impression was 
gained on the approach to equipment purchasing by foodservice 
operators. It appeared that in the larger organisations
equipment buying was handled by specialised personnel; for 
example, restaurant and hotel chains often have their own 
equipment purchasers while hospitals employ purchasing
agents. Consequently, their methods are sophisticated, often 
based on trial data, and their specifications demanding. On 
the other hand, the majority of smaller operators do not 
appear to keep detailed equipment records or follow a set 
purchasing procedure, but buy new equipment if the repair
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bills become excessive or if there is a collective perception 
of need within the company. Product information is commonly 
obtained from the trade press or dealers, with the 
recommendation of a colleague being highly valued. Because 
of the structure of the market there is little contact
between the manufacturer and the operator, most transactions 
are conducted through the local dealer.
From the interviews, a general consensus on the order of 
importance of factors to be considered when choosing a piece 
of equipment emerged. In decreasing order of importance they 
were: performance, reliability, technological advancement,
ease of operation, price, ease of cleaning, energy 
conservation, appearance and lastly, country of manufacture. 
A recent survey came to the same conclusion that performance 
and reliability were the two most important product
attributes considered when making a purchasing decision 
(Bertagnoli, 1987) . It is interesting to note that while 
reliability was rated highly, there seemed to be little 
connection between this and standards, as many operators took 
standards for granted when they conducted their business with 
well known manufacturers. The apparent interest in
technological advancement seems to have been exploited by the 
manufacturers who employ such slogans as 'state-of-the-art 
equipment' and 'the ultimate in high technology' in their 
sales literature. The impression was gained from the 
interviews that the manufacturers set the pace and the 
operators are keen to keep up with most respondents, being 
content with the range and design of equipment available.
The operators were particularly interested in the ease with 
which equipment could be used and this is perhaps a
reflection of the emerging labour problems. Many sales 
brochures emphasized that dishes could be cooked at the touch
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of a button and that even the most inexperienced operator 
could produce a quality result, in volume, profitably. The 
aim seemed to be to virtually eliminate human error.
8.15 Technologically-led changes in equipment design
Research and development was regarded as the responsibility 
of the manufacturers as there is no Government sponsorship. 
As one manufacturer stated, 'I would not like to see my tax 
dollars benefiting some other manufacturer and anyway the 
Government was unlikely to be interested in such a low 
technology industry.' The level of commitment to research 
and development seems to be high amongst North American 
firms? a leading Canadian manufacturer stated that they 
allocated over 5 percent of its annual budget to this work to 
retain their market position in five to ten years time. As 
in Britain, changes in equipment design over the last decade 
have not been characterized by technological breakthroughs 
but applied advancements achieved through engineering. The 
results have been refinements to strengthen the present 
desirable features of a product, as with the improvements to 
the efficiency of burners or adaption of current technology 
to a new usage. Technologically based design can be viewed 
in two aspects: where the manufacturer uses design as a
marketing tool and when it results in the introduction of a 
new method or system.
8.15.1 Technology as a marketing tool
There appears to be a belief amongst American manufacturers 
that technology sells equipment and they have made it part of 
their marketing policy to actively promote a technologically 
based method of cooking in preference to a simpler form to 
encourage step-up replacement buys as well as to create fresh 
demands. For example, when the majority of hospitals last
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replaced their steamers many were seduced by the hard selling 
advertisements and persuaded to buy the new pressure 
steamers; with replacements due again they are now being 
encouraged to invest in one of the new breed of pressureless 
steamers. One of the marketing tools used to encourage these 
sales is teaching sessions to introduce chefs to the latest 
advances in steam equipment and to hopefully stimulate their 
interest. Another approach is to take a piece of equipment 
that has been improved and try and convince the customers of 
its wider application; an example, is the conveyor oven which 
was regarded generally as a pizza machine but is now been 
marketed as being far more versatile.
8.15.2 System based technology
One system which has been derived from the application of 
technology and looks likely to gain wider acceptance is cook 
chill. With the increase in building costs, the development 
of commissary kitchens, even for two units, is proving to be 
more attractive as it also facilitates savings on labour 
costs and food stocks. These advantages are increasingly of 
interest to the budget conscious non-commercial division. 
Once the stigma of mass production and regeneration which is 
attached to the cook chill system is overcome, economics will 
turn this into a growth area for equipment sales. 
Implementation of the cook chill system will lead to a 
changing pattern of equipment, for example small operators 
will find it feasible to produce their own sauces and soups 
so will require steam jacketed kettles perhaps for the first 
time. One notable technologically led advancement, which has 
sought to improve the chefs working practices but at the same 
time appeal directly to the modern craving for gadgetry, is 
the incorporation of electronic devices into equipment. 
Their refinement has been closely associated with the
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development of the new systems approach for they give far 
greater precision of control, which is vital for quality 
control with cook chill systems. Lower operating costs can 
be achieved by: reducing wastage in the low temperature ovens 
where meat shrinkage can be minimized; allowing a less 
skilled member of the staff to cook or regenerate food; and 
monitoring and controlling energy use. All these factors are 
of interest to the American foodservice operator.
8.16 Market-led changes in equipment design
Rapid changes have taken place in the foodservice industry 
over the past decade and the equipment manufacturers have 
responded in the design of their equipment. For instance, 
concern in the early seventies with the spiralling cost of 
energy led to some of the fundamental changes in the design 
of equipment in this decade. The demand for those items of 
equipment basic to most operations will only alter on 
expansion or contraction of the overall market, while others 
are more dependent on the passing fashions. Examples of the 
latter are the increase in sales in 1985 of charbroilers with 
the move towards display kitchens and a greater awareness of 
health concerns; and a rise in the number of griddles being 
sold as breakfast sales rose (Restaurants & Institutions, 
1985).
8.17 Future equipment design
Although because of lead times, the seeds of equipment design 
for the near future are already sown, in the opinion of the 
respondents to the interview survey, the changes in equipment 
design that are most necessary are as follows: greater
cleanability and mobility, better electronic controls, and 
energy conservation. The last point seems to be against the 
general feeling of the industrialists as they regard energy
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as a past issue and can readily quote instances when end 
users have reacted adversely to conservation technology if it 
in any way impedes the speed of operation. It therefore 
seems unlikely that they will concentrate on this factor, 
unless of course there is another dramatic and long term 
energy crisis, as people have become used to the higher 
energy costs and the non-commercial division remains 
unaccountable for its energy usage. Many items of equipment 
have reached a design plateau, without a dramatic 
breakthrough in technology their basic design is unlikely to 
alter as there will only be subtle improvements to their 
performance by minor design modifications; for example, by 
improving the air to gas ratio in the burners on ranges. The 
new ideas of halogen heat and induction ranges, emanating 
from Europe, appear to have received little attention in 
North America. When people are knowledgeable of their 
existence they either dismiss them to the rhalms of the 
domestic market or feel that it is far too early in the 
equipments' development to become involved. The areas of 
equipment design on which it is felt the American 
manufacturers will concentrate their efforts are examined in 
greater detail in the paragraphs below.
8.17.1 Design for display
Food is currently a topic of general interest amongst the 
public, its preparation and service is becoming the main 
event in many restaurants with kitchens being placed on full 
display to the public. The appearance of kitchen appliances 
and the ability to maintain that appearance will therefore 
become increasingly important alongside a demand for a 
variety of materials and colours. There are signs that 
American manufacturers are beginning to see a need to move 
away from a functional look and to adopt an European regard
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for styling.
In the opinion of Professor M Redlin of Cornell University, 
the main issue in equipment design will be automation, as 
companies strive to maintain product standards in the light 
of staff shortages and high turnover rates. This issue is of 
particular interest to units which supply a low priced 
product to a large volume of customers and depend for their 
economic viability on high productivity rates from unskilled 
and often poorly motivated staff. It is likely that American 
manufacturers will concentrate on incorporating electronic 
controls into fryers, cooking and holding ovens, and low 
temperature cookers, or any item of equipment in which the 
temperature profile is crucial for combating bacterialogical 
contamination, degree of doneness or product quality. 
Unfortunately, computerized controls are not a panacea, and 
it is unlikely that any manufacturer in the near future will 
be able to achieve the degree of sophistication in their 
controls, at an acceptable cost, required to computerize a 
diverse piece of equipment like a range. Accurate controls 
obviously enhance the performance of a chef, whatever his 
level of skill, but the main motivation for their inclusion 
will be de-skilling so their operation must be kept extremely 
simple to reduce training overheads and to gain general 
acceptance. As already mentioned, not all items of equipment 
lend themselves to the use of electronic controls and of 
course the inevitable increase in price will not be 
acceptable to all would be purchasers, so there will still be 
a market for simpler, budget items. Looking slighter further 
into the future, the next developmental stage is likely to be 
robotics to reduce the industry's heavy reliance on labour so 
prices can be kept low to capture an even larger proportion
8.17.2 Automation of controls
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8.17.3 Steaming
During the course of the interviews an attempt was made to 
see if there was any foreseeable shift of emphasis in the 
balance of cooking processes in general use. Only two 
processes emerged as likely to alter their role in the 
kitchen and they were steaming and frying. There was a
widespread and definite commitment to steam at the expense of 
boiling. The main reasons cited were the nutritionally aware 
public and the cost conscious operators. Frying on the other 
hand was predicted to lessen in popularity in favour of 
grilling and griddling, once again because of the health 
lobby. This belief in the benefits of steam by both the
operator and the customer gives the manufacturer an incentive 
to develop further appliances incorporating the steaming 
process
8.17.4 Multiplicity of use
Combination ovens offer the user two main advantages: the
ability to use two cooking methods at once and a saving of 
floor space that would be taken by two separate pieces of
equipment. Despite the late introduction into North America
in the mid eighties of combination ovens, these two 
advantages have proved attractive to the indigenous systems 
orientated kitchen designers? however, the only form of 
combination oven that seems to have gained general acceptance 
in America as yet is the one which includes steam.
of the food dollar.
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technological advances
Traditionally North American firms have been active in the 
field of research and development but when it comes to truly 
new developments, as with halogen heat and induction ranges, 
they seem slow to react. Manufacturers tend to wait until 
the technology looks as if it will be successful or has been 
proven in the domestic market before they copy it. For 
example, it is only in the last couple of years that the 
North Americans have built convection ovens under standard 
ranges. Although there is no reason to believe that this 
attitude will change, the pace of adoption of new ideas may 
increase with a greater involvement in overseas markets. It 
is more likely that the North American manufacturers will 
concentrate their efforts on improving their equipments' 
instrumentation with the help of computer technology, show a 
greater regard for the appearance of equipment, continue to 
develop steam as a cooking method and refine the design of 
combination cookers. They will still need, however, to 
concentrate on maintaining those product characteristics that 
are fundamental to their business and which the American 
customer appears to take for granted: performance,
reliability, durability and a very responsive after sales 
service.
It is probable that customers will continue to call for more 
durable controls, handles and door hinges and design for 
maintenance. Unlike many European firms, the North American 
equipment manufacturers are not in direct contact with the 
end user but they are combating this problem by attending end 
user meetings.
8.18 Equipment manufacturers' response to
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As GE Baggott, President of Cres Cor stated (Michaelides, 
1986, p. 20):
'equipment design, engineering, and manufacturing are 
not abstract art, but practical techniques which must 
solve an individuals users' unique operating problem.'
With this greater awareness of customers' needs perhaps the 
pace of change will quicken.
8.19 The role of standards in the foodservice equipment
market
The most common standards symbols associated with foodservice 
equipment in North America are? NSF (National Sanitation 
Federation)? UL (Underwriters Laboratories)? AGA (American 
Gas Association)? AS ME (American Society of Mechanical 
Engineers)? NFPA (National Fire Protection Association). 
These organizations cover the of topics hygiene, electrical 
fire safety, gas safety, steam safety and other fire safety 
and are run as self financing non-governmental bodies. Their 
aims are to: meet the needs of the prevailing technology?
assist the manufacturer? and afford protection to the end 
user. Resulting from their widespread acceptance by the 
manufacturing industry, standards tend to be taken for 
granted by operators who assume all indigenous equipment is 
of the required quality. Consequently, operators seemed to 
be unaware of the exact meaning of the various standards and 
they only affected the buying decisions of organizations 
which included them in their buying guidelines.
As yet, there are no plans to introduce performance test data 
despite the recognition of its benefit in the trade 
literature. There are several reasons for this reticence:
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firstly manufacturers would find it very difficult to agree 
on the nature of tests as they would obviously want their own 
equipment to be seen in the best light; and secondly, some 
items are too varied in their application, for instance a 
range is capable of undertaking many cooking processes and 
each one would probably require its own test. The Test 
Houses see little financial benefit in performance testing, 
so any advances are likely to come from the end users. Many 
of the main companies already undertake their own tests but 
they are naturally reluctant to reveal their results to their 
competitors. Taking all these difficulties into account, it 
seems unlikely that universal performance testing will 
commence in the near future.
8.20 The import/export equation
Imported products account for less than five percent of the 
foodservice equipment market's sales, and industry observers 
feel this situation is unlikely to change in the immediate 
future. The equipment that is offered for sale is aimed at 
niche markets as with Italian expresso and pasta machines, 
and has an aesthetic appeal or results from particular 
contractural agreements. The main example of a contractural 
agreement is the connection between Blodgett and Rational 
which resulted in the sale of combination ovens. Although 
various French and Italian firms made a concerted effort in 
the sixties to enter the market, the problems of high tarrifs 
and set-up costs gave the time for the indigenous 
manufacturers to copy the items and head off the competition. 
During the interviews it became very apparent that purchasers 
were totally unbiased about the country of origin of 
equipment but the fact that none of them possessed any 
foreign equipment could account for their bravado. The 
market, despite its size, has been protected from the foreign
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threat for a variety of reasons. According to members of the 
industry these are the difference in services, methods of 
cooking, products to be cooked, the scale of operations and 
the general way in which business is conducted. But perhaps 
the overriding factors are the variations in sanitation 
standards and the high level of after sales service achieved 
by American manufacturers which is not the norm in other 
parts of the world. Despite these problems, when there is an 
awareness, European products are perceived as being of 
superior design and as having a greater aesthetic appeal? 
launched at the right price and with sufficient back up they 
could, therefore, be successful.
American manufacturers are increasingly being attracted by 
the possibilities of exporting opportunities. They find 
continental Europe a difficult but challenging market because 
of the reasons cited for importers; the use by many European 
countries of standards as non-tarrif barriers; and the 
loyalty to the indigenously produced items. Britain is not 
so daunting in these respects and the main North American 
manufacturers have established a base in Britain, sometimes 
with an additional outlet in Germany, with the purpose of 
servicing Europe. The other main growth area the North 
Americans are concentrating on at the moment is Australasia, 
as South Africa has closed and South America presents its own 
set of difficulties. As yet, exports only account for about 
five percent of North American manufacturers sales and they 
are regarded as merely a bonus on top of good sales figures. 
Exporting is likely to become more important as the home 
market matures.
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8.21 The future for the foodservice equipment market
The structure of the North American equipment market is 
moving towards a group of very large manufacturers and 
dealers who are able to provide a total service. The smaller 
companies will undoubtedly survive because of the economics 
of catering for niche markets, but the middle sized firms 
will continue to be absorbed or disappear owing to their 
inability to offset high overheads against a shrinking volume 
of sales. The equipment market, like the foodservice market 
which it serves, is maturing so there is likely to be steady 
sales as renovation occurs but little dramatic growth, 
although a recent survey predicted that investment in 
equipment would be higher in real terms by the year 2000 than 
at present (NRA, 1988a). Manufacturers are working on a 
growth rate of less than one percent, except in the steam 
market where estimates are higher. An individual company's 
growth potential will depend on its ability to innovate, to 
obtain a bigger share of existing markets or its advance into 
new markets; therefore, it seems likely that the 
manufacturers will continue to be the driving force behind 
the market's development.
There is of course the international scene to consider, which 
will offer American companies greater opportunities to 
increase their sales and even improve their production 
capabilities through the emergence of global sourcing. It is 
unlikely, however, that the European countries will make a 
major incursion into the North American market as they have 
the challenge of free trade throughout the Economic Community 
to absorb their energies over the next few years.
In terms of products, it is more likely that the greatest 
increases in sales will be achieved with combination ovens
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which offer steaming facilities and perhaps microwave and 
even smoking modes. The impact of these ovens on the market 
is not totally clear; there is unlikely to be a directly
related drop in the sale of convection ovens as some 
establishments will find the reduction in capacity
unacceptable and opt for additional convection oven capacity.
Overall, the prospects for the foodservice equipment market 
in North America are healthy and competition should encourage 
the continued refinement of designs to attract the attention 
of the end users. The technologically advanced models will 
gather wider acceptance as their ability to improve food 
production methods results in higher quality meals and lower 
costs. Demand for the new generation of equipment will also 
be tied to the successful acceptance of technologically based 
systems like cook chill and sous vide. The operator will be 
encouraged to adopt a different perception of his equipment 
and will need to think in terms of a system rather than a 
piece of equipment. Already he is being told by various 
marketing managers to think of his frying operation as a 
'profit centre with every component matched for maximum
efficiency'. As has been discussed, there will be many 
improvements in equipment design fuelled by the manufacturers 
desire to achieve higher sales but hopefully they will 
increasingly have the needs of the end user in mind.
8.22 General comparison with the British catering and
equipment markets
This chapter has sought to give an outline of the nature of 
the foodservice and equipment markets in North America. When 
it is compared with the investigation of the British markets 
in the preceding chapters, several general points of contrast 
emerge.
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The structure and operation of the foodservice and equipment 
markets in North America and Great Britain reflect their 
differing demographic and economic conditions. Nevertheless, 
the most striking contrasts arise from social differences. 
In North America there is a more casual approach to using the 
facilities of the commercial foodservice industry than there 
is in Britain; it is part of their way of life, not simply 
regarded as a special outing of treat. This is reflected in 
the industry claiming over 40 percent of the food dollar ($) 
yet less than 20 percent of the food pound (£). In terms of 
the number of outlets, the industry in the USA is double the 
size of its British counterpart, but its sales are five times 
greater in value and it employs four times the number of 
employees. These figures would suggest that the average 
American foodservice outlet is larger than the average 
British outlet, demonstrated by the fact that 30 percent of 
American restaurants have a turnover greater than $0.5 
million compared with approximately 7.2 percent of catering 
businesses in Britain (table 2.3). Both industries are, 
however, still characterized by small businesses despite the 
higher incidence of chain operators in the USA.
A comparison of the structure of the foodservice industry in 
the two countries is undermined by differences in definition. 
For example, foodservice facilities in hotels are often sub­
contracted so they would appear in the restaurant sector 
suggesting that the hotel sector is smaller than it is in 
practice. Despite these difficulties, fundamental
differences between the foodservice industries of the two 
countries are revealed by the structure of the respective 
industries. Fast food outlets are numerically more important 
in the USA than they are in Britain; convenience stores have 
yet to make an impact in Britain; employee feeding facilities
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account for a larger proportion of the total number of 
outlets in Britain than in the USA. Overall, the commercial 
division is comparatively more important in the USA, although 
the non-commercial division is continuing to maintain a 
modest growth rate, mainly because of a more commercial 
attitude to their operation. The foodservice industry in 
America is beginning to mature and it is likely that the rate 
at which new outlets are opened will decline. The British 
industry still has quite a way to go to match the performance 
of the American industry, but differences in attitude and 
wealth of the consumers are likely to moderate its progress.
In the equipment market, Britain is slowly moving towards the 
American pattern of equipment manufacturers, of selling only 
to dealers. The differences that have been highlighted 
between the two foodservice industries and the smaller market 
size will probably mean that the American experience will not 
be totally transferred. The number of chain operators in the 
American market has provided manufacturers with a consistent, 
high volume of business. With the sales contacts with 
foodservice outlets already established, the Grocery Houses 
have been buying into the dealer industry. As a result, the 
equipment market is tending to polarize between large firms 
with nationwide capabilities, and small businesses serving 
particular geographical areas or niche markets. Similar 
trends are emerging in Britain but to a lesser extent.
The cooking equipment market in Britain is worth about 12 
percent of the equivalent sales in the USA, with a variation 
on the common pattern of equipment usage by the two 
foodservice industries. The American kitchen is more likely 
to have a griddle, convection oven, pizza oven, tilting 
kettle and steamer; on the other hand, the British kitchen is
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more likely to have a fryer, gr4~14, microwave oven, range and 
grill. Both the American and British foodservice operators 
agree in general on the factors to take into account when 
purchasing a piece of equipment. The American operator 
considers carefully the performance, reliability and 
technological advancement when purchasing and item of 
equipment. Whereas the British operator regards price as a 
more important factor than technological advancement. Both 
sets of manufacturers seem to be concentrating on broadly 
similar design topics but it appears that technological 
advances tend to have their origins in Europe, while the 
Americans concentrate on developmental work.
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UNITED KINGDOM
9.1 Introduction
This final chapter draws together the major conclusions 
of the report and highlights the more significant facts that 
have emerged from the literature reviews and the surveys. 
Finally, suggestions for further research will be made, based 
on experience gained during this research project.
9.2 Final appraisal of the equipment market
The factors affecting the growth and development of the 
catering equipment market are many and varied. Some factors 
affect the equipment industry directly by, for example, 
altering production techniques, while others have an indirect 
influence by causing changes in the operational practices of 
the catering industry.
As the agro-food system has industrialised the catering 
industry's contribution to the national economy has gained in 
importance. With over 300,000 outlets the catering industry 
is the fourth largest industry in the United Kingdom and 
consequently is a major employer with an annual turnover of 
greater than £20 billion. It remains an industry
characterised by small businesses run by sole proprietors or 
partnerships with only a small percentage of units achieving 
an individual turnover of greater than £0.5 million. Over 
recent years the number of catering outlets has fallen due 
mainly to the decline of the cafe, industrial and education 
sectors. During this period there has also been a change in 
the balance of the number of meals served by the main 
divisions of the catering industry with the commercial 
division achieving parity with the non-commercial division.
9. CONCLUSIONS ON THE CATERING EQUIPMENT MARKET IN THE
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The corollary of a multitude of small catering businesses 
generating low turnovers is a limitation on the resources 
available for expenditure on equipment, which added to their 
geographical dispersion, complicates the task of the 
equipment manufacturer. Economic statistics do indicate, 
however, that a slow process of rationalisation is occurring 
especially as the growth and management styles of the chain, 
operators begin to make an impact.
Two other main forces of change within the catering industry 
are the demographic characteristics of the population and the 
shifting attitudes of the consumers. Demand patterns and the 
labour situation will alter as the population ages and more 
women enter the labour force. At the same time a growing 
awareness of the dietary and hygiene implications of 
different food types and methods of culinary preparation are 
already beginning to influence the equipment needs of the 
caterers.
Overall, the events taking place within the catering industry 
suggest a continuing growth in the volume of its sales in the 
order of five to ten percent per annum throughout the
remainder of this century. With 80 percent of meals taken at
Poodhome and only ten percent of the consumer/ pound devoted to 
eating out, there remains considerable scope for further 
development as the desire for convenience grows. The 
predicted expansion of the industry will, inevitably, result 
in a strengthening of the demand for the products of the 
equipment industry.
Not only is it important to understand the equipment needs of 
the catering industry from past purchasing patterns and 
current trends but it is also important to understand the
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buying process. This study was only able to make a partial 
investigation of this area but it did reveal similarities in 
the buying practices of the different sectors. It was found 
that the caterers themselves played a major role in the 
purchase of cooking appliances and that much of their product 
information was obtained from the trade press, trade shows 
and colleagues. Formal buying practices were often followed 
yet few procedures for the initiation of the process existed. 
The three most important product attributes taken into 
consideration when making a purchasing decision were 
performance, reliability and price. Although after care, in 
the form of servicing, was regarded as important it was felt 
not always to be cost effective.
On average, a catering-kitchen is most likely to contain a 
range, a fryer, a grill, a dishwasher, a microwave oven and a 
convection oven. The surveys suggest that in the immediate 
future this pattern is likely to continue despite a predicted 
move away from boiling, range top and frying techniques in 
favour of steaming and cooking in combination ovens. On the 
other hand there are signs of change with bratt pans, 
griddles, char grills, combination ovens, microwave ovens, 
pizza ovens, regeneration ovens and pressureless steamers 
becoming more common during the last five years. This trend 
is reinforced by several of these items featuring strongly in 
the future buying plans of caterers. As the generally 
accepted life span of appliances is taken to be ten years and 
20 percent of these items are retained beyond that point it 
may still be a few years before the pre-eminence of the range 
and fryer are seriously challenged.
The catering equipment industry currently has a turnover of 
approximately £200 million per annum. Like the catering
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industry which it serves the equipment industry has a 
fragmented structure and is composed of over 150 firms. 
Nevertheless, the levels of business concentration are higher 
in the equipment industry with the four companies of 
Bartletts, Electrolux, Falcon Catering Equipment and the 
Valor Group dominating sales. An increasingly competitive 
commercial environment has resulted in a re-alignment of many 
firms' financial, marketing and production strategies to 
achieve economies of scale and improve profit margins. Such 
reviews of business strategy have also resulted in 
collaboration between companies with complimentary products. 
The majority of the most successful companies in recent years 
have, however, been marketing led, benefiting from a greater 
sensitivity to customers' needs. But there is a growing 
awareness that there has to be parallel investment in 
research and development to keep abreast of technological 
advances and maintain a competitive edge.
The retail or distributor sector of the equipment industry 
doubled its proportion of equipment sales during the first 
part of the 1980s. Two of the factors contributing to this 
increase were the decision by several major manufacturers to 
direct their sales through distributors, and the popularity 
of imported equipment much of which was sold through agency 
agreements with distributors. Despite this apparent success, 
the medium sized family run firms which characterise this 
element of the industry have seen economic pressures and 
higher customer expectations erode their profit margins, 
fuelling the pace of take-overs. Notwithstanding, their 
place in the market is assured because of their ability to 
provide a local presence and at the same time supply a 
comprehensive range of products from a variety of 
manufacturers. To perpetuate their sales growth, however,
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distributing firms will have to grow in size and capacity to 
meet the demands of the emerging restaurant chain operators 
and to claim a greater proportion of the non-commercial 
division's business which accounts for half of the equipment 
sales.
Although the foreign equipment manufacturers played a minor 
role in the British market in the early seventies they now 
account for approximately half of the current sales. They 
must, therefore, be offering the catering industry an 
attractive product at an acceptable price. The success of 
imported appliances is often attributed to their 
technological superiority over the indigenously produced 
equipment. Many of the foreign firms have been quick to 
exploit the latest advances in heat transfer technology, 
combination cooking and electronic controls to their 
commercial advantage. There are now signs that the domestic 
manufacturers are pursuing similar policies and have 
increased their research and development budgets. British 
manufacturers seem to be particularly interested in the 
concepts of halogen heating, induction heating and 
combination cooking. One of the constraints on the research 
and development budgets of the British manufacturers in the 
past was the limited size of the domestic market. With the 
harmonisation of the technical and safety standards 
throughout the European Community and the loss of trade 
barriers in 1992, they will in theory have the same cross 
border opportunities as their main European competitors. 
Already the United Kingdom's export figures reveal a greater 
concentration on the European market by Britain's exporters 
than in the past.
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There seems to be positive attitude within the catering 
industry to the increasing sophistication of kitchen 
appliances. The systematic management style which pays close 
attention to every aspect of a business's costs has elevated 
the status of kitchen equipment in the operational equation 
creating conditions favourable to the acceptance of 
technologically advanced products. The main issues will be? 
the spreading of production over time to combat peaks in 
demand, the standardisation of the product so quality can be 
maintained, and the possibility of making savings on labour 
and space. The success of the new equipment designs will 
depend on how competent they are at solving the caterer's 
operational problems, thus overcoming the barrier of higher 
purchase prices.
It is often contended that the business environment of the 
United Kingdom follows similar trends to those operating in 
the USA, despite the disparity in the market sizes and the 
turnover. With regard to the catering industry it is likely 
that the fast food outlets and convenience stores which 
proliferate in the USA will increase their presence in 
Britain and that certain menu ideas will be transferred. On 
the other hand, it is unlikely that the British market will 
achieve a comparable size and strength of demand in the 
commercial division unless there is a dramatic increase in 
the real wealth of the average Britain and the adoption of a 
more casual attitude to eating out. The American equipment 
market is showing marked signs of polarization with the 
medium sized firms being absorbed by the larger companies. 
This is beginning to occur in the British market but to a 
lesser degree, although the opening up of the wider European 
market could accelerate the process in the long term. As a 
direct result of the size of the foodservice market and
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considerable presence of chain operators American 
manufacturers have developed very specialised items of 
equipment, an area in which British manufacturers are 
unlikely to become involved. American manufacturers have 
developed an advanced steam technology but have much to learn 
from their European counterparts with regard to combination 
cookers and induction ranges.
9.3 Significant facts
The most significant facts to emerge from this study are:
a. The current value of the catering equipment market is 
between £200 and £250 million with prime cooking appliances 
accounting for £60 to £70 million worth of these sales.
b. The import of catering equipment continues to exceed its 
export by a large margin.
c. Products manufactured in other countries now account for 
approximately 50 percent of the value of catering equipment 
sales.
d. A fifth of appliances are retained longer than ten years.
e. 87 percent of cooking appliances are regarded as reliable 
and a 63 percent are serviced regularly.
f. The three most important product attributes considered 
when making a purchasing decision are performance, 
reliability and price.
g. It is projected that the main increase in the volume of 
equipment sales will come from the sales of dishwashers and
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steamers with bratt pans, griddles, char grills, combination 
ovens, microwave ovens, pizza ovens and regeneration ovens 
making a growing contribution.
h. Advances in steam and combination oven technology are 
likely to have the greatest immediate impact on the equipment 
industry. If the economics of induction, halogen and heat 
foil technology prove to be attractive then they are areas 
for likely expansion in the longer term. All of these 
developments will undoubtedly be aided by the application of 
electronic controls.
9.4 Suggestions for areas of further research
In the light of menu developments and technical advances in 
equipment design, it would be of value to update the surveys 
outlined in this report to identify any changes in the 
composition and characteristics of the catering industry's 
stock of equipment. As a direct result of this research, it 
was realised that two areas covered in this report should be 
the subject of research projects in their own right. They 
include: the understanding of the decision making process
followed by a caterer when buying a piece of equipment; and 
the assessment of the prospects and market opportunities for 
the British equipment manufacturers as the European market 
unifies. There are, however, at least two other topics 
associated with the catering equipment market which could 
form the basis for additional research. Firstly, the impact 
of menu changes on the equipment requirements of the caterer 
as he strives to reconcile his operational constraints with 
shifts in consumer demand. Secondly, the implications for 
the British catering equipment industry in respect of 
variations in technical standards for commercial kitchen 
appliances throughout Europe. The single European market,
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which will take effect in 1992, and the continued 
harmonistaion of standards gives great urgency to the need 
for this particular area to be covered. This research 
project has striven to further our knowledge of the catering 
equipment market but at the same time it has revealed the 
extent to which there is a desperate need for more 
information to be gathered about the industry as a whole.
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Annex 0
To obtain a set of values for the range of error (+/-) for
the caterers' and distributors' random postal surveys at the
95 percent confidence level, the following formulae were
used (Hoinville and Jowell, 1982):
pq/n where q = 100-pp = sample percentagep +/- 1.96 pq/n
Postal surveys sampling errors
survey percentages
Sampling error
5/95 10/90 20/80 30/70 40/60 50
caterers 2.2 3.1 4.1 4.7 5.1 5.2
distributors 5.4 7.5 10.0 11.4 12.2 12.4
Non-sampling errors
While the sampling errors that occurred randomly could be 
calculated, the non-sampling errors could not be measured. 
This means that there is a possiblity that the sampling 
figures given above understate the uncertainty associated 
with the results. There could be deficiencies because of 
mistakes by respondents in completing forms or through 
mistakes in processing. By independent checking of all 
calculations it was hoped that the latter was all but 
eliminated. Every effort was made to minimize 
misunderstanding and incorrect entries by the respondents by 
taking great care with questionnaire layout, question design 
and notes of explanation. Therefore it was the aim, at every 
stage during the conduct of the survey, to avoid non-sampling 
error so as not to undermine the validity of the results.
Reference:
Hoinville, G., and Jowell, R., 1982. Survey research
practice. London: Heinemann.
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Annex 1
Official classifications of the catering industry
l.l The catering industry as defined by the SIC
division class group activity
66
661
662
663
664
665 
667
6611
6612
6620
6630
6640
6650
6670
title
hotels and catering 
restaurants, snack bars, 
cafes, other eating places 
take away food shops 
public houses and bars 
night clubs and licensed 
clubs
canteens and messes 
hotel trade 
other tourist or short 
stay accommodation
source: Central Statistical Office, 1980
1.2 The catering industry as defined by the VAT 
trade codes
trade code title
8841
8842
8851
8852
8860
8870
8880
hotels and other residential establishments 
holiday camps, camping and holiday caravan sites 
restaurants, cafes and snack bars 
establishments selling food partly or wholly for 
consumption off the premises 
public houses
clubs excluding sports and gaming clubs 
catering contractors
source: HM Customs and Excise, 1981
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The catering industry: Number of outlets 1984
Marketpower Euromonitor HCITB
hotels etc. 
restaurants 
cafes/fast food 
public houses 
clubs
industrial 
health care 
education 
other
53390
13455
37400
71500
59730
23550
11185
34715
3290
53130
13400
38850
73210
60630
78750
220
45700
9890
21450
76200
41300
43120
11500
35700
1650
total 308215 318190 286510
sources: Marketpower (1984); Euromonitor (1984); 
MMD (1984) ? British Business (1986).
BSO
14539
12692
29205
42010
17786
1483
Annex 2
117715 
HCITB and
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Annex 3
The catering industry: Number of outlets 1983 to 1986
1983 1984 1985 1986
hotels etc. 53130 53390 53490 53500
restaurants 13400 13455 13455 13450
cafes/fast food 38850 37400 36920 36450
public houses 73210 71500 70830 70100
clubs 60630 59730 59030 59800
industrial 26050 23550 22550 22300
health care 11930 11185 11135 11050
education 37720 34715 33735 33000
other 3270 3290 3310 3320
total 318190 308215 304455 302970
sources: Marketpower (1985)? Dairy Crest (1987).
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Annex 4
Percentage catering industry sector breakdown by turnover 
category for 1985 and 1987
£000s year hotel rest cafe pub club cont
20-50 1985 39.6 44.7 63.5 27.2 29.5 54.6
1987 35.2 39.9 58.5 19.5 25.3 52.9
51-100 1985 23.1 28.2 25.6 47.7 30.5 19.8
1987 22.7 28.7 28.1 46.2 29.4 18.4
101-250 1985 21.8 19.6 9.0 22.2 32.6 13.9
1987 23.2 21.8 11.0 30.1 35.7 15.2
251-500 1985 8.9 5.0 1.3 2.3 6.2 4.6
1987 10.5 6.4 1.7 3.3 7.7 6.1
501-1000 1985 3.7 1.6 0.4 0.4 0.9 3.1
1987 4.8 2.0 0.5 0.6 1.4 2.8
1001 1985 2.4 0.8 0.2 0.1 0.3 2.8
-5000 1987 3.0 1.0 0.2 0.2 0.5 2.9
Over 1985 0.5 0.1 - 0.1 - 1.2
5000 1987 0.6 0.2 - 0.1 - 1.7
sources: British Statistics Office 1985 and 1987.
key: hotel - hotel and residential sector
rest - restaurant and on premisis consumption sector 
cafe - cafe and off premisis consumption sector 
pub - public house sector 
club - clubs sector 
cont - contract caterers
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Annex 5
Percentage breakdown of business type in the catering
industry by turnover category for 1985 and 1987
sole part cos gov total
20-50 1985 46.0 44.0 16.4 32.5 40.0
1987 39.3 37.8 13 .7 28.2 34.3
51-100 1985 38.2 35.1 23 . 6 30.3 34.3
1987 38.8 35.2 20.7 29.3 34.1
101-250 1985 14.6 18.1 34.2 30.7 20.2
1987 19.7 22.8 35. 1 34. 0 24.4
251-500 1985 1.2 2.3 14.8 5.7 3.8
1987 1.8 3.5 16.4 7.1 4.9
501 1985 0.4 6.2 0.6 1.0
-1000 1987 0.3 0.6 7.8 1.0 1.4
1001 1985 - 0.1 2.3 0.2 0.7(a)
-2000 1987 0.1 0.1 3.3 0.4 0.9(a)
2001 1985 - - 1.6 - -
-5000 1987 - - 1.8 - -
5001 1985 - - 0.4 -
-10000 1987 - 0.5 - -
over 1985 - - 0.5 - -
10000 1987 - - 0.7 - -
source: 
note: a
British 
- over
Statistics
£1,000,000
Office 1985 and 1987.
key: sole - sole proprietorship 
part - partnership
cos - companies and other public concerns
gov - governmental and other non-profit making bodies
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Annex 6
Value of the catering equipment market 1981 to 1986
£ million 1981 1982 1983 1984 1985 1986
cooking 38.0 41.5 44.5 48.0 52.5 54.5
food preparation 13.8 13 .5 13.1 12.2 12.0 13.5
refirgeration 10.5 10.7 14.0 17.0 20.0 22.0
servery 18.0 18.5 21.0 24.5 27.0 29.5
dishwasher 10.5 11.5 12.5 14.0 15.5 17.5
waste disposal 1.7 1.8 1.9 1.8 2.0 2 . 0
fabrication 20.0 20.0 24.0 29.0 31.0 31.0
total 112.5 117.5 131.0 146.5 160. 0 170.0
source: Euromonitor, 1987
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Annex 7
Item breakdown of equipment sales for 1984
item number value percentage 
number value
bratt pan 
boiling pan 
fryer 
grill 
griddle
convection oven 
rotary oven 
general oven 
microwave oven 
range
pressure steamer 
steamer
2210
4300
14400
6800
4410
1580
1360
2660
29610
6440
2030
6420
3.0
3.5
7.5 
2.3
1.6
3.6 
0.3 
2.8
12.5
6.7
2.1 
2.5
2.7
5.2 
17.5
8.3
5.4 
1.9
1.7 
3.2
36.0
7.8
2.5
7.8
6.2
7.2 
15.5
4.8
3.3 
7.5 
0.6
5.8
25.8
13.8
4.3 
5.2
total 82220 48.4 100.0 100.0
source: Electricity Council, 1985.
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Percentage change in the United Kingdom's volume of trade in 
catering equipment items between 1985 and 1987
Annex 8
item change in exports change in imports
2-
microwave ovens + 102.0 + 43.8
stoves etc. -38.5 +29.0
dishwashers + 1 . 8  +17.8
source: HM Customs and Excise, 1985 and 1986; City Data
Services, 1987.
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Percentage breakdown by destination and source of the United 
Kingdom's trade in catering equipment items 1985 to 1987
9.1 Percentage breakdown by destination of the
Annex 9
United Kingdom's catering equipment exports
item 1985 1986 1987
microwaves EEC 71.4 76.7 76.6
non EEC 28.6 23.3 23.4
stoves etc. EEC 39.5 43.9 46. 6
non EEC 60.5 56.1 53 .4
dishwashers EEC 22.2 41.7 45.8
non EEC 77.8 58.3 54.2
9.2 Percentage breakdown by source of the United
Kingdom's catering equipment imports
item 1985 1986 1987
microwaves EEC 3.4 0.1 0.4
non EEC 96.6 99.9 99.6
stoves etc. EEC 40.5 51. 5 52.3
non EEC 59.5 48.5 47.7
dishwashers EEC 90.1 93 .2 92.5
non EEC 9.9 6.8 7.5
source: HM Customs and Excise, 1985 and 1986; City Data
Services, 1987.
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Annex 10
U N IV ER SITY  OF SURREY
Guildford Surrey GU2 5XH Telephone (0483) 571281 Telex 859331
Department of Management Studies for Towism and Hotel Industries
« «  • m o  * oio
4 June 1987 ext 3110
Dear Sir or Madam
THE FUTURE OF THE CATERING EQUIPMENT MARKET
The University of Surrey is seeking your opinions on the 
catering equipment market and, if you see a need, on how 
conditions can be improved. The aim of this major fact 
-finding survey is to assess current and future trends in 
the market and to help promote communication between the 
manufacturer and his customer.
This questionnaire will only take 20 minutes of your very 
valuable time to complete. So please make every effort 
to support our research which just seeks to assist the 
catering equipment industry. May I assure you that your 
answers will be held in the strictest confidence.
I look forward to receiving your reply as soon as possible 
and please remember that a stamp is not required on the 
return envelope.
Yours faithfully
V—i
M STOREY 
Researcher
PLEASE COMPLETE AND RETURN THE QUESTIONNAIRE TODAY
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Annex 12
UNIVERSITY OF SURREY : CATERING EQUIPMENT MARKET SURVEY
Introduction | These questions are designed to discover your opinion ( as an experienced member of
the industry) of the equipment manufacturers and caterers, and to identify your business's position 
in the market.
J J How many of each of the items of equipment listed below did you sell in 1986 and do you anticipate
this number of annual sales increasing or decreasing over the next 5 years?
Eg: if 20 of an item were sold in 1986 and you predict that this annual figure will decrease then enter
20 under No. and a tick under the minus sign.
ITEM OF EQUIPMENT
SALES
NO.
ITEM OF EQUIPMENT
SALES
NO.
Bratt Pan Oven-microwave
Boiling Pan/Kettle Oven-regen
Dishwasher Oven-other
Fryer Range-open burners
Griddle Range-solid top
Grill/Salamander Servery/Display
Grill-char Steamer-atmospheric
Oven-combi Steamer-pressure
Oven-convection Steamer-pressureless
3  Please indicate your view of the level of support and general performance of the following groups 
of equipment manufacturers.
(only tick one box per question 
;! for each group of manufacturers)
MANUFACTURERS
BRITISH EUROPEAN USA/CANADIAN JAPANESE
GOOD AVE POOR GOOD AVE POOR GOOD AVE POOR GOOD AVE POOR
Availability of spare parts
Delivery time
Level of technology
Marketing effort
Reliability of equipment
Sensitivity to market changes
Standard of finish
Usefulness of instruction booklet
Their share of your equipment sales %
8
% 9
PLEASE TURN TO NEXT PAGE
12-1
Please tick
PLEASE COMMENTQUESTIONS - about your opinions and business
Yes No
j]
Do you
sell imported equipment? What percentage is this of v,
export equipment?
your total turnover?
%
3 Hotels %
Restaurant/Brewery chains %
Do you sell to 
the following 
groups of Independent restaurants
What percentage is this of 
your total sales? SI
caterers?
Industrial caterers %
Public services eg: health, education %
(Please specify) %
JL Are you a single unit firm? If 'No' how many units?
.J Do you think British manufacturers will increase their UK market share over the next 5 years? Why?
Do you specialise in one sector of the catering 
industry? eg: refrigeration, pizza etc
Which one?
8 Are you the sole 
manufacturer/s?
UK distributor for a foreign Which one/s?
9 Do you use a computer system? eg: for stock control, 
design, product information etc For what?
10 Do you belong to a consortium? eg: for marketing, 
buying, attracting national accounts
Reason?
11 Test kitchen facilities Any others?
Do you offer the Kitchen planning and design
following services/
Installation/Commissioning
Maintenance agreements
11 Interested to improve standards and productivity
Why?
What is the 
caterers normal 
reaction to new 
technologies?
Wary of new ideas and/or higher 
prices
Not interested at all
Others?
13 Do you feel that pre-sale safety and quality tests 
should be introduced and enforced by the Government 
for all equipment?
Why?
14J When selecting equipment do you think that caterers 
would welcome universal performance test data?
15
What was the 
value of the 
equipment you
Under £0.5 million
£0.5 - 1 million
sold in 1986? over £1 million
16
How many staff 
does your firm 
employ?
Full time
Part time
If you have any further comments about the catering equipment market (egs the opportunities, changes 
and problems facing the distributor over the next 5 years) please write them down overleaf.
PLEASE POST THIS QUESTIONNAIRE IN THE ENVELOPE PROVIDED - THANK YOU
12-2
Annex 13
Derivation of the weighting factors for the analysis of the 
caterers' postal survey
sector survey sampling sample weighting
population frame factor
hotel 4085 250 39 104.7
restaurant 19205 1000 67 286.6
industrial 24070 1317 211 114.1
health 2600 150 25 104
education 880 50 17 51.8
reference:
Hoinville, G., and Jowell, R., 1982. Survey research 
practice. London: Heinemann.
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Caterers' interview questionnaire
Annex 14
Date: Company:Contact: Tel no:
Sector: hotel 1: restaurant 2: industrial 3: 
health 4: education 5
Q1 Size of company
When answering the following questions about the size of your company please only include kitchens with prime cooking equipment.
a. On how many sites do you have kitchens?________ _____
b. How many kitchens do you have? _____
c. What is the average number of main mealsproduced each day? _____
d. How many staff are involved in the
production of these meals? full time _____part time _____
Q2 Buvincr decisionNow I would like to determine who is involved in the decision to buy prime cooking equipment for an existing or a new kitchen.
job title managementlevel
a. Who decides equipmentneeds to be purchased?________ __________  ____________
b. Who is consulted
within the company?___________ __________  ____________
c. Who makes the final decision?
d. Who places the order?
e. Who receives the item and ensures it works?
Q3 Company policiesAre there set company procedures with regard to the following aspects of equipment management and if so could you please give details? Yes Noa. Do you keep equipment records?____________ ___ ___
b. If you answered yes to Q3a then do the records include the following information?
-history of breakdowns ___ ___-maintenance programme ___ ___-recommended life spans ___ ___
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Yes Noc. Do you have set time periods when youreview equipment for renewal? ___ ___
d. Are there set standards against which 
equipment purchases are made? ___ ___
May I have copies of any written procedures?
Q4, Product informationThis question is to determine from where you would obtain information about items of kitchen equipment which you may 
purchase. If you look at show card one you will see a list of information sources. Please rate each of them on a scale from one to three with one = frequently two = sometimes three = never.
1 2  3
a. commercial database
b. consultant
c. distributor
d. manufacturer
e. trade press
f. trade shows
g. other_______________ ___ ___ ___(please specTfy)
Q5 Product attributesPlease look at show card two. You now have in front of you a list of factors to consider when purchasing an item of kitchen equipment. Please rank them in descending order of importance ie. score 1 for the most important, 10 for the least important.
a. appearance________________________________ ___
b. country of manufacture ___
c. delivery time ___
d. ease of cleaning ___
e. ease of operation eg. simplicity
of controls ___
f. level of technology________________________ ___
g. operating costs eg. energy consumption ___
h. performance eg. heat up time, outputper hour ___
i. purchase price 
j . reliability
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Q6 . VendorsThis question seeks to identify from whom you buy your catering equipment and how often.
If you look at show card three you will see a list of people who sell catering equipment. Please indicate from which of 
these you buy your equipment and using a scale of 1 to 3 show the frequency of your purchases in the context of your total number of purchases. Number 1 = frequently 2 = sometimes and 3 = never.
1 2  3
a . consultant
b. distributor
c. manufacturer
d. wholesaler
e. other___________  __ ___ ___ ___(please specify)
Q7 Servicing
Using show card four, please state how often you make servicing arrangements for your catering equipment with the concerns listed. Use a scale of 1 to 3 with 1 = frequently 2 = sometimes and 3 = never.
1 2  3
a. distributor
b. in house
c. manufacturer
d. servicing contractor
e. no one
Q8 Recent purchasesPlease cast your mind back to the last three major catering appliance purchases you made.
a. Purchase details. Please can you give me the following details for each of the purchases made.
item 1 item 2 item 3
item of equipment________ ______________________________
purchase date ______________________________
make
model
quqntity
fuel
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b. Type of purchase. If you look at show card five you will see various categories of purchase. Please place each of the purchases listed in Q5a in the appropriate category.
iteml item 2 item 3
replacement with identical item
replacement with similar item
new type of item for existing kitchen
equipment for new kitchen
c. Reasons for purchases. Please state why you had to 
buy the equipment listed in Q5a by using the categories listed on show card six.
iteml item2 item3
changes in system ofoperation _________  _________  _________
changes in menu content
more technologically advanced equipment available
phased replacement plan
unexpected failure of old equipment
other _ _ _ _ _ _  _(please specify)
d. Impact of purchases. Using the categories shown on show card seven, please state how much improvement there has been in the performance of your kitchen/s resulting from the purchases listed in Q5a.
iteml item2 item3
very definite
improvement______________ ______________________________
average improvement ______________________________
negligible improvement ______________________________
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Q9 Purchase intentionsWhat items of catering equipment, if any, do you intend to buy during the next 2 years and why?
item of equipment reason for purchase
Q10 Process changes
Do you think that any of the cooking processes shown on show card eight will increase or decrease in importance, in your operation, over the next 10 years?
process increase decrease not used
boiling ______________________________
char grilling _________ _____________________
combination cooking ____________________ _________
griddling ______________________________
grilling ______________________________
frying_____________________________  _________  _________
microwaving _________  _________  _________
range cooking____________ ______________________________
regeneration_____________ ______________________________
roasting ______________________________
steaming_________________ ______________________________
vacuum packing ____________________ _________
other  ____   _______________  _________  _________(please specTfy)
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Qll Equipment changesWould you be interested in buying catering equipment with the design improvements listed on show card nine, even if it meant an increase in price?
topic
cleaning
controls
energyconservation
flexibility
function
general
design feature
self cleaning linings integral steam cleaning
programmable automatic controlscentralised computer controls
better insulation better combustion/heat transferenergy recovery methods non-use cut offs
mobility
size standardization
combination cooking continuous cooking induction cooking halogen heat cooking low temperature cooking 
pressure cooking
emphasis on quality and standardsgreater durability performance ratings product specialisaton
yes no
other
Q12 Need for change
Are there any features in the design of catering equipment on which you think the manufacturer should concentrate his efforts? Please give details.
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Q13 Company changesOver the next 5 to 10 years do you think that any of the factors listed on show card ten will be important in changes in your company's catering operation.
area
customer
menu
operation
processes
general
factor
concern with nutrition
dish specialisation extension of choice restriction of choice
contracting outcentralised productiondiversification ofactivitiesfranchisingthemeingvending
adoption of cook chill techniquesadoption of sous vide techniques
process specialisaton reliance on pre-prepared food
shorter production times
change in type of fuel price/cost rises greater than inflation
yes no
other
Final commentThank you very much for participating in this survey and may 
I assure you that your comments will treated in the strictest confidence.
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Example transcript of caterers' interview survey
establishment name: *********** **** location: ******
date of interview: 13 Apr 88 contact: * ********
sector 2 
Background
******* **** are in the process of selling off this part of 
their operation. There are currently 350 units some of which share a common kitchen as located together or because they only sell sandwiches which are bought in from ******** The company is hierarchical with a managing director in charge who has under him several heads of departments Eg the project development manager. At the moment they have to pay for their energy but power line installation costs are subsidized.
Buying
Buying procedures followed by the company can be summarized as follows:
1. The operator within a unit would initiate purchase of equipment, he would report it to his district manager. Together they would put in a bid with a costing to head office. If it was under £1000 then the district manager could make the purchase but if it was over £1000 then it had to go in front of the accountant, as a 'big scheme', for approval.
2. On site, the engineer and his section of head office may be consulted for large conversions but the technical manager would place the order.
3. The unit manager would receive the item and ensure that 
it worked. If the equipment was of a new type then the dealer or the food technology department would instruct the 
unit manager on its use.
4. Neither consultants nor a commercial database would be used as a source of information. Distributors and manufacturers were regarded as fair sources of information and the trade press and trade shows as good sources. Hotelympia and many of the fast food and bakery shows were attended. The Caterer and Hotelkeeper, Popular Foodservice, Fast Food and several marketing magazines were the main forms of trade press read.
5. Purchases were made from distributors, manufacturers or wholesalers
Equipment records
Equipment records were not kept but it was hoped that they 
would be in future.
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All equipment was serviced regularly through a maintenance 
contract with a distributor, manufacturer or a servicing contractor.
Product attributes
In order of importance the product attributes considered when purchasing catering equipment were: Ease of operation,performance, reliability, ease of cleaning, delivery time, purchase price, operating cost, appearance, country of 
manufacture, level of technology.
Impact of recent purchases
The last three items of equipment purchased were a refrigerated display, a broiler and a coffee machine. The first was replaced as part of a planned refurbishment, the second as there was a technically more advanced model 
available and the last because of an unexpected breakdown. 
They had had a positive effect on the operations with the exception of the refrigerated display which had reduced sales as it meant assisted service as opposed to self service. It had been necessary because of a change in the hygiene regulations about to come into effect which required food to be at a constant temperature of eight degrees Celsius throughout the display.
Process changes
1. The company intended to concentrate on fast food outlets and food courts in the future. Consequently equipment purchases would be restricted to pizza ovens, pasta machines, bakery ovens and combi-ovens.
2. In general, an increase was foreseen in combination cooking, microwaving, regeneration, steaming and vacuum packing with a decrease in frying, range cooking and boiling reflecting a positive policy of promoting healthy food. The respondents thought people would still want chips so they were having developed for them a chip that was as acceptable as the fried variety but which could be cooked in a 
combination microwave/convection oven.
3. There were plans to move away from central production kitchens but the company would still rely on regeneration 
systems by using bought-in products. It was felt that then a standardized product would be achieved.
Changes in equipment design
The company had been seeking for two years a combination 
microwave/convection oven that suited their needs for small scale regeneration. Most manufacturers had made the mistake of trying to model their combination ovens on the traditional 
oven with the result that they were too big. The company was interested in programmable controls as many of their operators were un-skilled. They also considered that mobility and size standardization were important to the planning process to avoid the need to have special items of equipment made to fit against others. Other requirements included the need to design out edges and joins and to make 
equipment more durable to withstand the treatment it receives
Servicing
in operation. Energy conservation was expected to become more important as they had to pay their own bills but the respondents considered that, as yet, induction cooking and halogen cooking equipment was too expensive as a means of saving energy.
Future changes in method of operation
In general the company foresaw a greater concern with nutrition and a move towards specialization of process. As a system it was expected that cook chill would be important but that the products would be bought in. Vending was also expected to play an increasing role and a possible line of development was a system whereby the customer took an item from a vending machine and placed it in a pre-programmed oven.
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Annex 16
Caterers' interview survey: Data sheet
question details 
question 2 
initiator:
chef 4
catering manager 3
off premises manager 4
computer 1
influencer:
next management level 3
consultant 2
other department 4
decider:
intitator 4
higher management 5
other department 3
buyer:
intiator 5
higher management 3
other department 4
receiver:
intitator 8
lower level staff 2
manufacturer 2
question 3
equipment records kept 10
information kept: 
breakdowns 7
maintenance 4
life spans 3
renewal 2
purchasing standards used 7
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positive replies negative replies
source of product information: 
commercial database 1
consultant 1
distributor 8
manufacturer 8
trade press 10
trade shows 12
word of mouth 3
question 6 
vendors:
consultant 1
distributor 9
manufacturer 9
wholesaler 2
question 7
equipment serviced 11
serviced by:
distributor 3
in house 2
manufacturer 9
contractor 8
question 8 
purchase type:
identical item 2
similar item 13
new item 6
item for new kitchen 3
purchase reason: 
change in system 5
change in menu 1
more advanced items 7
phased replacement 4
question 4
unexpected failure 4
new build
impact of purchase:
3
good 14
average 4
nil
question 10 
process change:
6
boiling -
char grilling 2
combination cooking 8
griddling 2
grilling 5
frying --
microwaving 5
range cooking -
regeneration 5
roasting 1
steaming 9
vacuum packing 
question 11 
design changes:
4
self cleaning linings 7
steam cleaning 7
automatic controls 5
central controls 1
better insulation 9
better heat transfer 6
energy recovery 7
non-use cutt offs 5
mobility 7
size standardization 4
combination cooking 7
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continuous cooking 1
induction 2
halogen heat 1
low temperature cooking 1
pressure cooking 4
emphasis on standards 6
greater durability 8
better performance 3
specialisation 2
question 13 
operational change: 
nutritiion awareness 10
dish specialisation 3
choice extension 7
choice restriction 1
contracting out 3
centralisation 3
diversification 2
franchising 3
themeing 4
vending 3
cook chill 4
sous vide 3
process specialisation 1
pre-prepared food 9
shorter production time 5
fuel change 3
cost rises 1
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question 5
A B C D E F G H I J K
appearance 9 8 8 10 4 2 6 8 5 10 9
country of manufacture 7 3 9 9 10 10 10 10 9 2 10
delivery 8 4 5 5 9 3 4 5 8 5 8
ease of cleaning 4 1 4 4 5 4 8 3 4 8 5
ease of operation 5 2 1 6 3 5 1 4 3 6 4
level of technology 10 7 10 8 8 9 5 6 7 7 7
operating costs 3 6 7 7 6 8 9 9 10 9 3
performance 6 5 2 1 2 7 3 1 1 3 2
price 2 10 6 2 7 1 2 7 6 1 6
reliability 1 9 3 3 1 6 7 2 2 4 1
16-5
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Caterers’ postal survey: 
Peak meal production figures
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Annex 19
Caterers’ postal survey:
Sector breakdown of meal production
Number of meals
19-1
which equipment occurred
equipment establishments rankingpercentage
Annex 20
Caterers' postal survey: The number of establishments in
range as total 87.3 1
fryer 87.2 2
grill 85.9 3
dishwasher 82.9 4
microwave oven 68.1 5
open burner range 67.6 6
convection oven 55.2 7
solid top range 52.0 8
general oven 37.2 9
pressure steamer 36.0 10
boiling pan 33.5 11
bratt pan 31.7 12
griddle 30.4 13
combi oven 15.5 14
atmospheric steamer 14.6 15
pressureless steamer 12 .8 16
char grill 11.0 17
pizza oven 6.4 18
regen oven 3.5 19
rotary oven 2.0 20
induction range 0.4 21
20-1
Annex 21
Caterers' postal survey: Equipment frequency
equipment frequencypercentage ranking
fryer 14.3 1
grill 10.5 2
open burner range 9.0 3
boiling pan 8.8 4
solid top range 8.3 5
convection oven 8.0 6
microwave oven 8.0 7
dishwasher 7.4 8
general oven 6.5 9
pressure steamer 4.6 10
bratt pan 3.7 11
griddle 3.1 12
combi oven 2.2 13
atmospheric steamer 1.9 14
pressureless steamer 1.2 15
char grill 0.9 16
regen oven 0.8 17
pizza oven 0.5 18
rotary oven 0.2 19
induction range 0.1 20
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Annex
Distributors' survey: Sales of equipment in 1986
equipment deal in 
this item 1986
%
sales will 
increase in 1987
%
sales w: 
decreas< 1987
%
bratt pan 55.0 97.3 2.7
boiling pan 45.0 60.0 40.0
dishwasher 69.0 97.5 2.5
fryer 77. 0 93.0 7.0
griddle 73. 0 92.7 7.3
grill 69.0 92.3 7.7
char grill 60.0 83.3 16.7
combi ov. 52.0 91.4 8.6
convec ov. 73.0 90.5 9.5
microwave 68.0 94.6 5.4
regen ov. 24.0 85.0 15.0
general ov. 36.0 69.6 26.1
open burn rg. 71.0 94.7 5.3
solid top rg. 65.0 82.4 17.6
servery 69.0 92.3 7.7
atmos st. 44.0 55.6 44.4
pressure st. 45.0 75.8 24.2
p/less st. 42. 0 84.0 16. 0
occurrence by establishment
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Caterers' postal survey: Sector breakdown of equipment
equipment sectors (percentages)
hotel restau-rant indust-rial health educal-ion
fryer 12.8 15.3 12.6 10.7 12.1
grill 13 .7 15.3 11.0 11.6 10.2
dishwasher 11.7 13.1 10.5 9.4 10.2
microwave oven 9.3 7.4 6.7 6.0 8.5
open burner range 10.2 14.4 6.7 9.4 8.5
convection oven 10.2 6.2 8.4 10. 3 9.6
solid top range 9.6 5.2 7.7 8.6 6.6
general oven 3.9 4.7 5.7 3.0 5.4
pressure steamer 3.3 0.7 6.7 8.6 3 . 0
boiling pan 1.5 1.5 5.7 6.9 6.6
bratt pan 3.3 1.2 5.9 4.7 8.5
griddle 2.7 5.0 4.0 2.6 4.2
combi oven 1.8 3.2 1.8 1.3 -
atmospheric steamer 1.8 1.0 2.6 1.7 1.8
pressureless steamer 0.3 0.5 2.5 0.4 3 . 0
char grill 3.6 2.5 0.6 0.9 -
pizza oven _ 2.5 0.1 0.4 0.6
regen oven - - 0.6 2.2 -
rotary oven 0.3 0.3 0.1 1.3 1.2
induction range - - 0.1 - -
total 100.0 100.0 100.0 100.0 100.0
23-1
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Caterers' postal survey: sector breakdown of equipment
equipment sectors (percentages)
hotel restau-rant indust-rial health educal-ion
fryer 12.8 16.8 13.9 11.5 13.9
grill 12.1 13.1 9.7 7.8 6.2
open burner range 1 1 . 0 13.1 7.2 7.0 10.5
boiling pan 2.0 2.3 10.4 22.1 9.1
solid top range 15.5 4.8 8.9 7.6 6.2
convection oven 7.2 5.8 8.6 9.0 12.8
microwave oven 7.9 14.0 6.3 4.8 5.1
dishwasher 7.8 9.3 6.9 5.6 6.2
general oven 8.4 3.7 7.5 3.1 8.8
pressure steamer 2.9 0.7 5.8 8.6 7.1
bratt pan 2.0 1.5 4.6 3.6 6.5
griddle 2.4 4.5 3.0 1.4 2.6
combi oven 3.4 5.0 1.2 1.0 -
atmospheric steamer 1.9 1.0 2.1 2.6 1.4
pressureless steamer 0.2 0.3 1.7 0.4 2.6
char grill 2.2 1.7 0.5 0.4 -
regen oven - - 1.0 2.6 -
pizza oven - 1.8 0.2 0.2 0.3
rotary oven 0.3 0.2 0.1 0.8 0.6
induction range - - 0.1 - -
total 100.0 100.0 100.0 100.0 100.0
24-1
occurrence by establishment within sectors
equipment sectors (percentages)
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Caterers' postal survey: Item breakdown of equipment
hotel restau-rant indust-rial health educal-ion
fryer 8.4 33.2 51.6 4.9 1.9
grill 9.6 35.3 47.8 5.6 1.7
dishwasher 9.0 33.6 50.4 5.1 1.9
microwave oven 11.3 30.1 51.0 5.1 2.5
open burner range 9.4 43.9 38.8 6.0 1.9
convection oven 11.0 22.1 56.7 7.7 2.5
solid top range 11.6 20.8 58.4 7.2 2.0
general oven 6.7 26.6 60.8 3 . 6 2.3
pressure steamer 6.1 4.5 77.0 11.0 1.4
boiling pan 3.1 10.1 73.7 9.8 3.3
bratt pan 6.6 8.3 74.3 6.6 4.2
griddle 5.7 34.9 53.4 3.8 2.2
combi oven 7.3 43.4 45.6 3.7 _
atmospheric steamer 7.8 14.3 70.8 5.2 1.9
pressureless steamer 1.6 8.8 84.0 1.6 4.0
char grill 22.5 51.3 22.5 3.7 -
pizza oven 88.2 7.0 3.2 1.6
regen oven - - 70.7 29.3 -
rotary oven 10.1 27.7 22.0 30.1 10.1
induction range - 100.0 - -
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Caterers' postal survey: Item breakdown of equipment
frequency within sectors
Annex 26
equipment sectors (percentages)
hotel restau indust health educat-rant -rial -ion
fryer 7.2 26.4 58.6 5.5 2.3
grill 9.4 28.5 55.6 5.1 1.4
open burner range 9.9 32.9 49.1 5.3 2.8
boiling pan 1.9 6.0 72 .3 17.3 2.5
solid top range 15.0 12.9 64.2 6.1 1.8
convection oven 7.3 16.3 65.0 7.6 3.8
microwave oven 8.0 39.1 47.4 4.0 1.5
dishwasher 8.5 28.2 56.2 5.1 2.0
general oven 10.5 12.7 70.2 3.4 3.2
pressure steamer 5.0 3.2 75.7 12.5 3.6
bratt pan 4.4 9.1 75.7 6.6 4.2
griddle 6.1 32.0 57.0 3.0 1.9
combi oven 12.4 50.8 33.7 3.1 -
atmospheric steamer 8.0 11.9 68.8 9.5 1.8
pressureless steamer 1.2 6.3 85.1 2.3 5.1
char grill 19.6 41.3 36.1 3.0 -
regen oven - - 77.9 22.1 -
pizza oven - 76.8 19.4 2.5 1.3
rotary oven 15.4 21.1 25.2 30.6 7.7
induction range - - 100.0 _ -
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Caterers' postal survey: Manufacturers' presence within
sectors
manufacturer hotel restau-rant indust-rial health educa^-ion
Stott Benham 9.9 17.4 60.1 8.7 3.9
Falcon 6.4 29.7 58.6 3.7 1.6
Hobart 13 .7 18.1 57.8 8.1 2.3
Zanussi 12.1 27.7 51.5 8.2 0.5
Moorwood Vulcan 4.7 25.8 54.0 8.8 6.7
Bartlett 3.6 9.8 81.5 0.6 4.5
Garland 22.8 30.2 40.5 5.5 1.0
Valentine 18.5 57.4 22.9 1.2 -
Merrychef 8.5 27.0 63.1 - 1.4
Domestic 7.9 60.0 29. 0 3.1 _
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accounted for by the top manufacturers
Stott Falcon Hobart Zanussi Moorwood Benhams Vulcan
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Caterers' postal survey: Percentage of equipment stock
bratt pan 31.0 29.6 - 26.9 -
boiling pan 65.7 8.2 0.7 2.3 6.0
dishwasher 0.6 - 53.6 4.8 -
fryer 21.1 13.2 0.3 4.9 6.3
griddle 14.1 19.5 - 8.8 23 .9
grill 27.9 38.2 0.3 2.1 6.2
char grill 16.7 12.5 - 25.0 -
combination oven 17.4 19.5 2.2 8.7 6.5
convection oven 18.3 12.6 4.1 8.6 10.6
microwave oven - - 1.7 0.4 -
pizza oven - - - 7.7 -
regeneration oven 13.3 - 6.7 13 .3 6.7
rotary oven - - - - -
general oven 23.4 37.8 - 2.1 3.4
induction range - - - - -
solid top range 30.1 35.6 0.5 5.8 5.5
open burner range 30.9 31.8 0.4 17.3 6.9
atmospheric steamer 26.3 13.1 1.6 - 1.6
pressure steamer 20. 3 3.6 18.5 1.2 1.8
pressureless steamer 15.4 11.5 3.8 1.9 -
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Bartlett Garland Valen Merry domes-tine -chef -tic
bratt pan 0.7
boiling pan 3.8
dishwasher
fryer 7.5
griddle 0.9
grill 1.5
char grill 
combination oven 
convection oven 13.4
microwave oven 0.4
pizza oven 
regeneration oven 
rotary oven
general oven 1.4
induction range 
solid top range 0.9
open burner range 1.7
atmospheric steamer 24.7
pressure steamer 24.0
pressureless steamer 32.7
1.4
2.3
4.7 
7.9 
4.1
20.8
4.3
5.7
7.7
2.1
7.3
7.7
1.6
3.6
5.9
13.7
22.7
7.7
0.7
0.3
0.3
0.9
1.3
3.0
7.6
2.3
2.1
0.6
3.8
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Distributors' survey: Opinions on the performance of
manufacturers from different countries
Annex 29
manufacturers Britain Europe USA/Canada Japan% % % % G A P G A P G A P G A P
availability
of spare parts 18 56 26 31 49 20 40 42 18 35 55 10
delivery
time 18 49 33 44 50 6 40 50 10 53 42 5
level of
technology 23 60 17 51 44 5 54 42 4 87 13 -
marketing
effort 38 41 21 39 50 11 35 52 13 43 46 11
reliability
of equipment 25 58 17 32 61 7 58 38 4 73 24 3
sensitivity to
market changes 11 47 42 36 53 11 23 67 10 55 45 -
standard offinish 25 61 14 46 48 6 48 43 9 72 28 -
usefulness ofinstructions 32 48 20 19 42 39 33 45 22 29 51 20
average spreadof sales 55 20 15 10
Key: G good
A average 
P poor
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Caterers' postal survey: Sector breakdown of country of
origin
Annex 30
30.1 Percentage breakdown by sector
Germany Italy restEurope UK USA/Canada Japan
hotel 0.7 10.5 8.5 60.7 15.7 3.9
restaurant 1.1 11.5 8.8 59.7 7.4 11. 5
industrial 1.2 6.1 2.3 80.9 7.2 2.3
health 2.2 9.2 1.6 77.7 7.1 2.2
education — 1.2 1.8 85.8 5.9 5.3
30.2 Percentage concentration in each sector
hotel restau-rant indust-rial health educat-ion
Germany 4.9 26.8 58.6 9.7 -
Italy 11.4 41.0 41.2 6.0 0.4
rest Europe 16.1 54.2 27.0 1.8 0.9
UK 7.3 23.5 60. 8 5.6 2.8
USA/Canada 17.3 26.7 49.5 4.7 1.8
Japan 6.8 64.2 24.3 2.2 2.5
30-1
origin by item of equipment
Annex 31
Caterers' postal survey: Percentage breakdown of country of
Germany Italy Rest
Europe
UK USA/Canada
Japan
bratt pan 0.7 30.4 1.0 66.6 1.3 -
boiling pan 0.7 4.9 - 89.1 5.2 -
dishwasher 3.3 11.3 6.1 79.3 - -
fryer 0.6 8.5 20.1 62.0 8.8 -
griddle - 14.6 0.3 75.7 9.4 -
grill - 1.7 0.3 94.0 4.0 -
char grill 3.4 22.5 - 42.5 31.6 -
combi. oven 16.5 9.0 - 65.0 9.5 -
convec. oven 1.5 10.1 1.1 73.4 12.9 1.0
microwave oven 0.3 0.2 11.4 25.1 9.3 53.7
pizza oven - 25.3 - 29.9 44.8 -
regen. oven 40.4 13.6 - 46.0 - -
rotary oven - - - 15. 3 84 .7 -
general oven 0.6 3.5 - 90.1 5.8 -
induction range - - - 100.0 - -
solid top range - 8.9 - 81. 6 9.5 -
open burner range 11.4 - 78.0 10. 6 -
atmosph. steamer - - - 96.9 3 . 1 -
pressure steamer - 1.2 - 86.8 12.0 -
pr.less steamer - 2.0 5.1 73.6 19.3
31-1
32.1 percentage breakdown by sector
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Caterers' postal survey: Sector breakdown of age categories
new-2years
over2-5years
over5-10years
over10-15years
over15-20years
over20years
hotel 23.1 25.1 32.2 15.1 2.6 1.9
restaurant 32.4 27 .5 25.3 5.7 7.9 1.2
industrial 23.7 29.5 26. 6 12.8 5.4 2.0
health 23.0 18.0 32.4 14.4 7.2 5.0
education 12.3 32.3 18.7 18.0 14.8 3.9
32.2 Percentage incidence within sectors
hotel restau-rant indust-rial health educat-ion
new-2 years 7.7 38.2 47.7 5.4 1.0
over 2-5 years 7.8 30.3 55.5 3.9 2.5
over 5-10 years 10.4 28.9 51.8 7.4 1.5
over 10-15 years 11.9 15.9 60.7 8.0 3.5
over 15-20 years 3 . 6 38.9 45.4 7.1 5.0
over 20 years 8.4 19.1 53.2 15.2 4.1
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Caterers' postal survey: Percentage breakdown of age
categories by item of equipment
new-2years
over2-5years
over5-10years
over10-15years
over
15-20years
over20years
bratt pan 29.5 33.8 24.3 7.9 4.3 -
boiling pan 21. 9 25.6 30.5 11. 0 6.2 4.8
dishwasher 26.9 30.0 25.9 12.7 4.0 0.5
fryer 24.3 26.9 30.2 13 .5 4.3 0.8
griddle 31.8 30.6 28.7 3.6 4.9 0.4
grill 19.5 25.6 33.3 12.5 7.1 2.0
char grill 32.0 30.9 13.2 4.2 19.7 -
combi. oven 43.2 13.1 15.5 7.6 13.5 7.1
convec. oven 26.8 27.8 31.3 9.5 4.2 0.4
microwave oven 39.3 42.6 17.5 0.6 - -
pizza oven 61.5 10. 2 28.3 - - -
regen. oven 55.1 25.7 6.4 6.4 6.4 -
rotary oven 11.2 43.1 5.6 12.2 11.2 16.7
general oven 13.3 21.5 34.6 13.1 12.0 5.5
induction range 50.0 50.0 - - - -
solid top range 20.4 23.8 23.0 14.9 13.6 4.3
op. burn. range 21.5 23.9 25.4 15.1 10.0 4.1
atmosp. steamer 24.2 24.9 19.8 19.7 7.2 4 . 2
press. steamer 24.6 27.4 29.0 13.1 3.9 2.0
pr.less steamer 38.7 20.6 22.6 12.7 3.6 1.8
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Caterers' postal survey: Sector breakdown of power source
34.1 Percentage breakdown by sector
gas electricity other
hotel 58.4 41.0 0.6
restaurant 49.2 49.9 0.9
industrial 49.0 48.8 2.2
health 64.2 29.7 6.1
education 61.6 32.5 5.9
34.2 Percentage incidence within sectors
hotel restau-rant indust-rial health
educat
-ion
gas 9.8 28 .9 51.3 7.4 2.6
electricity 7.5 31.9 55.4 3.7 1.5
other 2.5 13.9 59.6 17.7 6.3
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Caterers' postal surveys Percentage breakdown of power 
source by item of equipment
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gas electricity other
bratt pan 58.1 41.9 -
boiling pan 51.2 30.7 18.1
dishwasher 5.8 93.0 1.2
fryer 46.9 53.1 -
griddle 36.5 63.5 -
grill 73.4 26.6 -
char grill 95.6 4.4 -
combination oven 66.0 34.0 -
convection oven 56.5 43.2 -
microwave oven 1.4 98.6 -
pizza oven 13.8 86.2 -
regeneratin oven 31.6 68.4 -
rotary oven 62.2 37.8 --
general oven 64.8 28.2 7.0
induction range - 100.0 -
solid top range 71.3 26.0 2.7
open burner range 100.0 - -
atmospheric steamer 68.2 25.0 6.8
pressure steamer 47.6 44.5 7.9
pressureless steamer 64.7 30.1 5.2
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Caterers' postal
servicing
hotel
restaurant
industrial
health
education
Annex 36
survey: Sector breakdown of reliability and
equipment said to be reliable
equipmentserviced
regularly
81.2
92.1
86.1 
84.5 
88 . 0
74.8
54.8
67.8 
43.6 
70.5
36-1
Caterers' postal survey: Percentage breakdown of reliability
and servicing by item of equipment
Annex 37
reliable servicedregularly
bratt pan 87.3 65.0
boiling pan 82.6 64.3
dishwasher 79.7 77.8
fryer 91.1 61. 0
griddle 94.0 54.4
grill 91.7 56. 3
char grill 91.9 62 . 0
combination oven 88.3 65.6
convection oven 84.8 66.3
microwave oven 93.9 57. 6
pizza oven 96.4 21.3
regeneration oven 87.7 43.9
rotary oven 100.0 46.3
general oven 86.7 66.7
induction range 50.0 50.0
solid top range 87.3 65. 0
open burner range 88.4 58.9
atmospheric steamer 83.6 70. 0
pressure steamer 71.9 71.6
presssureless steamer 76.7 55. 6
37-1
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Caterers' postal survey: The relationship between country of
38.1 Percentage age profile for each country
new over over over over over-2 2-5 5-10 10-15 15-20 20years years years years years years
Germany 36.3 24.7 19.1 10.6 7.7 1.6
Italy 30.7 30.4 30.3 6.3 1.9 0.4
rest Europe 28.2 29.1 27.6 8.6 5.5 1.0
UK 25.3 28.7 25.5 12 .2 6.2 2.1
USA/Canada 34.5 30.3 20.0 8.8 4.7 1.7
Japan 26.7 30.6 24.8 8.0 8.3 1.6
38.2 Percentage breakdown of age categories by country
Germany Italy restEurope UK USA/Canada Japan
new-2 years 1.7 10.5 3.9 68.1 11.5 4.3
over2-5 years 1.1 9.6 3.8 71.6 9.3 4.6
over 5-10 years 1.0 11.0 4.1 72. 6 7.0 4.3
over 10-15 years 1.2 5.3 2.9 80.2 7.2 3.2
over 15-20 years 1.7 3.0 3.6 78.0 7.3 6.4
over 20 years 1.1 2.2 2.1 82.0 8.6 4.0
38-1
source and age category
Annex 3 9
Caterers' postal survey: The relationship between power
39.1 Percentage age profile for each power source
new-2years
over2-5years
over5-10years
over10-15
years
over
15-20years
over
20years
gas 26.0 27.4 26.8 11.9 5.9 2.0
electricity 26.8 29.6 25.6 10.4 6.2 1.4
other 23.8 26.8 23.9 11.4 7.9 6.2
39.2 Percentage breakdown of power source by age
category
gas electricity other
new-2 years 52.5 45.6 1.9
over2-5 years 51.4 46.7 1.9
over 5-10 years 54.4 43.7 1.9
over 10-15 years 56.5 41.4 2.1
over 15-20 years 51.8 45.5 2.7
over 20 years 59.2 33.7 7.1
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Annex 40
Caterers' postal survey: The relationship between
manufacturer and age category
40.1 Percentage age profile for each manufacturer
Stott Benham 
Falcon 
Hobart 
Zanussi
Moorwood Vulcan
Bartlett
Garland
Valentine
Merrychef
domestic
new over
-2 2-5years years
23.7 25.0
28.2 34.1
25.2 29.2
27.8 29.0
15.5 21.6
27.2 33.6
35.9 31.0
22.5 25.3
31.0 31.0
19.7 21.5
over over
5-10 10-15years years
26.3 15.0
23.7 10.0
23.9 12.3
34.2 7.0
34.1 13.5
23.8 11.6
18.8 7.8
33.8 11.0
25.0 10.2
38.4 5.6
over over15-20 20years year
6.8 3.2
3.0 0.9
7.7 1.7
1.5 0.5
12.8 2.5
3.0 0.8
4.7 1.9
5.8 1.6
1.5 1.3
10.1 4.7
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40.2 Percentage age breakdown by manufacturer
Stott Falcon Hobart Zanussi Moorwood Benhams Vulcan
new-2 years 24.7 28.0 9.9 10.6 3.9
over2-5 years 23.4 30.2 10.4 9.9 4.9
over 5-10 years 27.2 23.2 9.4 12.9 8.5
over 10-15 years 35.5 22.6 11.0 6.0 7.8
over 15-20 years 34.9 14.9 15.0 2.8 16.0
over 20 years 47.6 13.0 9.8 2.7 9.1
Bartlett Garland Valen Merry domes
-tine -chef -tic
new-2 years
over2-5 years
over 5-10 years
over 10-15 years
over 15-20 years
over 20 years
7.2 
8.0
6.2 
7.1 
4.0 
2.9
9.2
7.1
4.7
4.5
5.9
6.8
2.1
2.1
3.1
2.3
2.7
2.1
3.2
2.8
2.5
2.4
0.8
1.9
1.2
1.2
2.3
0.8
3.0
4.1
40-2
Caterers' postal survey: Percentage breakdown, by item, of
replacement and buying intention
Annex 41
item replacement as % of ownership
replacement 
as % of total
buying inten -tion as % of total
bratt pan 12.6 4.0 4.5
boiling pan 12.6 4.2 3.9
dishwasher 14.9 12.4 12.3
fryer 12.3 10.7 8.0
griddle 8.4 2.5 3.6
grill 8.9 9.8 7.2
char grill 10.9 1.2 1.7
combi ov 6.4 1.0 3 . 0
convec ov 12.7 7.0 6.2
microwave 7.5 5.1 6.8
pizza oven 12.3 0.8 0.6
regen ov - - 1.0
rotary ov - - --
general ov 14.1 5.2 4.8
indue rge - - 0.9
sol top rge 11.4 5.9 4.6
op burn rge 15.9 10.7 7.3
atmos st 2.3 2.0 0.8
pressure st 10.1 3.6 4.6
press/less st 9.5 1.2 0.5
key: ov oven sol solid
combi combination op burn open burner
convec convection atmos atmospheric
regen regeneration press/less pressureless
rge range
indue induction 41-1
Annex 42
Caterers' postal survey: Potential value of replacement
purchases in the catering equipment market 1987 to 1992
item
bratt pan
boiling pan
dishwasher
fryer
griddle
grill
char grill 
combination oven 
convection oven 
microwave oven 
pizza oven 
regeneration oven 
rotary oven 
general oven 
solid top range 
open burner range 
atmospheric steamer 
pressure steamer 
pressureless steamer
replacement due 
1987 
£ million
8.9
31.4
48.4
15.2
0.7
6.3
1 . 0
22.0
5.1
2.3 
0.8
19.6
26.6
18.6
0.6
34.1
replacement due 
1988 to 1992 
£ million
16.1
37.8
61.7
20.4
2.3
9.0 
0.5
9.3 
46. 0
1.8
2.2
1.1 
0.1
22.4
21.9
16.5 
1.2
57.2
2.6
42-1
Annex 43
Expenditure on food by the catering industry: 1984
sector percentage share of group buying as
total expenditure percentage of
sector expenditure
hotel 20.8 20.5
restaurant 6.8 16.6
cafe 14.3 4.2
fast food 4.0 99.9
public house 9.4 28.4
clubs 5.7 11.1
industrial 10.9 34.5
health 15. 6 94.0
education 10.8 76.7
source: Marketpower, 1985
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Annex
Distributors' survey: Services offered by distributors
service distributors offeringservice %
commissioning 93.5
kitchen planning 85.5
maintenance contracts 80.6
test kitchens 27.4
leasing arrangements 4.8
training 4.8
turnkey arrangements 3.2
customer club 1.6
mail order 1.6
hire purchase 1.6
fabrication 1.6
computer task percentage usage
stock control 58,5
invoicing/ledger 51.2
design 12.2
pricing 7.3
quotations 7.3
market information 4.9
product information 4.9
servicing records 2.4
wages 2.4
Annex 45
Distributors' survey: Computer usage by distributors
45-1
s e c t o r
Annex 46
Distributors' survey: Sales breakdown by catering industry
sector of catering distributorsindustry selling tosector %
hotel 95.2
restaurant/brewerychain 90.3
independent
restaurant
industrialcaterers
publicservices
93.5
93.5 
82.3
other 17.7
average breakdown of sales%
15.0 
20 . 0 
15. 0 
15. 0 
15. 0
20.0
46-1
Annex 47
Name of establishment:Location:Name of contact: Date:
Q1 North American catering marketI would like you to give me a brief outline of the North American catering market by answering the following questions.
a. What are the main sub-divisions of the catering 
market? Ie. independent restaurants, chain restaurants, health, education, contractors, industrial canteens, governmental institutions, bars.
North American manufacturers' questionnaire
b. To which of these sub-divisions are most of your sales directed?
c. Is the catering market growing in real terms and if so do you foresee this pattern of growth continuing?
d. Do you foresee any changes affecting the purchasing power of the caterer?
e. What changes do you see ocurring in the catering market in the next 5 to 10 years?
f. Within the catering establishments, who, in your 
experience is responsible for purchasing their catering equipment? Ie. the chef, administrative manager, 
accountant, professional buyer.
Q2 European and British catering markets
a. Are there any significant differences between the North American catering market and the European and British situation?
b. What changes do you see ocurring in the European and 
British catering markets in the next 5 to 10 years?
47-1
Q3 Competitors
a. Who are your main competitors in the North American 
market?
b. Who are your main competitors in the British market?
c. Who are your main competitors in the European market?
Q4 Imports
a. What percentage of the North American market is taken 
by foreign manufacturers?
b. Do you foresee this position changing and why/why not?
Q5 Sales policyPlease could you give an outline of the main thrust of your sales policy in respect of the following areas.
a. Through which avenue are most of your sales in the North American market made? Ie. direct contact, company owned retail outlets, distributor agencies.
b. How do you sell your products abroad?
Q6 Research and development
a. Do you believe that catering equipment companies should be undertaking pioneering research into new technologies or that this should be left to other establishments Ie. universities, Government?
Q7 Equipment design
a. What features in the design of your equipment do you think are most important to the caterer? Ie. ease of cleaning, reliability, energy efficiency, appearance.
b. Do you foresee the relative importance of these changing in the future?
c. What have been the main changes in your products over the last 5 years?
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d. Do you foresee any technological changes exerting an influence on catering equipment design during the next 10 years? Ie. induction cooking, halogen heat.
e. Do you think that the revamping of any old processes will affect equipment design in the future, and if yes which ones in particular?
Q8 Company details Please could you give me a few basic details about your compnany.
a. What was your turnover for 1987?_______________
b. How many sales were made in 1987? ___________
c. What was the value of your exports? ___________
d. How many staff do you employ? ___________
THANK YOU VERY MUCH FOR YOUR ASSISTANCE WITH OUR RESEARCH PROJECT. MAY I REASSURE YOU THAT ALL YOUR ANSWERS WILL BE TREATED IN THE STRICTEST CONFIDENCE.
